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FURST... 


Brodie B-80C Meter fuels first 
commercial Transatlantic jet flight 














As with all big jets, profits depend on tight 
schedules, allowing minimum time to take on 
10,500 gallons of fuel. 


The Brodie B-80C Meter, shown above with 
Brodimatic Printing Counter, has ample capa- 
city to fuel any jets now used or planned. 


Shown servicing one of two fueling points on 
a Comet 4 is one of several big Brodie B-80C 
Meter equipped refuelers built for The Port of 
New York Authority by Standard Steel Works 
of Kansas City. 


Request Bulletin No. 667 for details on 
Brodie refueling meter equipment. 





BRODIE is linked with 
Progress. Here’s another 
example from the 
ATLANTIC SEABOARD 








History jumped ahead of schedule when British Overseas Airways Cor- 
poration sent a DeHaviland Comet 4 from New York to London on 
October 4, 1958. At New York International Airport, fuel was accu- 
rately measured into its tanks by a Brodie Model B-80C BiRotor Meter, 
designed especially for this type of service. These 750 gpm jet age 
Brodie Meters came down production lines well ahead of needs—are 
already operating along major world routes. For jet or conventional 
fueling—and every bulk transfer from wellhead to final delivery — the 
sustained accuracy and low maintenance of Brodie BiRotor Meters is 
important to profits. Why not discuss your problems with the Brodie 


Metering Specialist, as near as your phone? 
815 


RALPH N. BRODIE COMPANY - san Leandro, California, U. S. A. 


CABLE ADDRESS: ""BRODICO" 


MT. VERNON, N.Y. 
550 So. Columbus Ave. 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, Ill. 


DALLAS 7, TEXAS SEATTLE 9, WASH. 
167 Parkhouse St. 221-9th Ave. N. 


LOS ANGELES 22, CALIF. 
$401. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES 
IN ALL PRINCIPAL CITIES 








ETHYL 


COMPOUND 


Watch for the 1959 MAGIC CIRCLE PROGRAM 


Ethyl broadens its market-expansion campaign— 


to help you sell more service station products. 


_ OF motorists of every description 
and in every section of the country will 
read about the fun of exploring their Magic 
Circles during the coming year. 


For Ethyl has broadened its Magic Circle 
market-expansion program in both newspapers 
and magazines to reach more people with a 
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more impelling ‘‘Drive-More’’ message. 


Our aim remains the same—to help build 


more service station sales. 


You’ll be hearing more and seeing more about 
our 1959 Magic Circle Program. 


ETHYL CORPORATION, N. Y. 17, N.Y. 





That’s right! You don’t have to stand by 
idly holding this Nozzle. Just stick it in 
the fill pipe, squeeze the valve lever open 
and engage the hold-open latch. While 
it fills the tank you service the car, sell 
extras. When the tank is filled the Fil- 
O-Matic shuts off automatically. Saves 
time, labor, money. No overflows, no gas 
stains on car body to clean off, no angry 


customers. 


FULLY AUTOMATIC 
1 LU ee) om, (ey 474 = 


eol-Teaalit-m celemomeihs-ma celiaal-la) 
T=) as ot- me Aliemelal-meat-lan 


Use fill up time for 
customer attention time! 


Stop working for your 
pump nozzle. Get the Noz- 
zle that works for you— 
~~ OPW’S No. 1 Fil-0-Matic, 
the Fully Automatic Shut- 
Off Nozzle. Write on your 
letterhead for more in- 
formation. 





CORPORATION 


VALVES @ FITTINGS @ ASSEMBLIES 
for handling hazardous liquids 


2735 COLERAIN AVE. ¢ CINCINNATI 25, OHIO « PHONE: Kirby 1-5400 
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Top of the Month... 


YOUR CRYSTAL BALL in good working 
order, as 1959 begins? Be sure and 
check it with NPN’s special report 
on business in the coming year, start- 
ing on page 62. This report has been 
expanded to include more fields than 
ever before—labor, the federal high- 
way program, and virtually all the 
nation’s key industries. Top oil com- 
pany and financial economists from 
coast to coast cooperated with NPN 
in this king-size crystal-ball-gazing 
project. The consensus: very much 
better business and more activity all 
around, but still room for improve- 
ment. 


EVER REBUILD a station—and lose 
volume? It happens. One victim was 
Nebraska jobber ‘Bus’ Lohr, who set 
out to find who or what the culprit 
was. How he did it is revealed in an 
unusual marketing “mystery story” 
that starts on page 80. 


HEATING OIL accounts are priceless 
property, and naturally you want to 
hold on to them. On page 84 you'll 
read about a Maine distributor who’s 
tying new accounts down for five 
years or more—with big advantages 
to everyone concerned. 


COMMISSION AGENTS in some areas 
wonder about their futures. Lamar 
Turner is one who doesn’t. You'll see 
how this Texas agent built a six- 
million-gal. volume and a secure fu- 
ture when you read his story on 
page 98. 


NEXT MONTH: February marks 
NPN’s fiftieth birthday. We'll cele- 
brate with a big Golden Anniversary 
issue, crammed with details you'll 
enjoy recalling from the past, and— 
more important—facts you'll need to 
know about the future. Don’t miss it. 
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A good safe operation and a low-accident frequency 

TAKE YOUR rate will result in reduced insurance rates. To help 

achieve that goal, Mobil offers its Safety Engineering 

PROBLEMS 7O THE EXPERTS Program. At your request, a trained specialist will be 
*** glad to help analyze the trouble and make definite 

P recommendations. Additional experts are available to 

Your assist you with other tough problems too, For in- 

stance, help you reduce loading time . . . help select 

the best manpower available . . . help institute man- 


Mobil Specialists ! agement procedures that make running a business 


easier—and more profitable. 


That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He's your 
direct line to the specialists. 


Tune in “TRACKDOWN” every week, CBS-TV. 


YOU'RE MILES AHEAD WITH MOBIL! See your local paper for time and station. 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 
NEW YORK 11, N. Y¥.—150 E. 42nd St. e CHICAGO 5, ILLINOIS—659 E, Van Buren St. « BALTIMORE 18, MARYLAND—1914 North Charles St, «© MILWAUKEE 1, 
WISCONSIN—907 South First St. e KANSAS CITY 13, MISSOURI—#25 Grand Ave. « DETROIT 32, MICHIGAN—903 West Grand Bivd, « ST. LOUIS 8, MISSOURI— 
4140 Lindell Blvd, « DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CAL.—General Petroleum Corp., 612 8S. Flower St., 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation. 
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Behind Our Headlines 


A Look Back and a Look Ahead 


EXT MONTH’S NPN will mean as much to you as it 

does to us, we hope. And it means a lot to us here 

at NPN because the magazine will celebrate its 50th 
anniversary in February. 

But we don’t expect you to share our sentimentality 
over NPN. When we began planning the issue several 
months ago, we felt that not many readers would care to 
stroll 200 pages down memory lane. We find that NPN 
readers are mostly interested in what’s going on now and 
what’s going to happen in the future—not too much in 
the past. 

Perhaps the most significant feature will be a long look 
ahead, through the eyes of experts. In this section, we 
shall examine the energy market of the next decade or 
two. A discussion of long-range service station designs 
will be illustrated with artists’ concepts of stations that 
may be current in 1983. Other pertinent articles will cover 
likely trends in transportation, the outlook for bulk plants 
and prospects for fuel oil burner improvements. 

Don’t get the impression that we’re going to ignore the 
past. On the contrary, we are preparing something that 
looks pretty good, called “A Quick History of Oil Mar- 
keting: the First 50 Years.” We believe it will be more 
useful and more interesting than a constitutional among 
old photographs. 





Diamond Ring Note 


Bayes E. WELLS, who is in charge of NPN’s FACTBOOK 
and is our market research editor, has become en- 
gaged to a childhood acquaintance. The fortunate young 
man is Jim Brosnan, a Yale graduate and Korean War 
vet (marine), now associated with 
American Express’s credit card di- 
vision. The wedding date will be 
set later. 

Doris, a Smith College graduate, 
came tc NPN five years ago. She 
has become quite well known in oil 
iuarketing and has covered various 
industry meetings. Next February 
she wilt moderate a panel session on 
the program of the lowa Independ- 
ent Oil Jobbers Assn. in Des 
Moines 


Doris Wells 


Something New Is Added 


LEASE look to the left and you'll see a noteworthy 
change in the staff lineup, called “masthead” in pub- 
lishing vernacular. 

After each name is a listing of the departments for 
which the staffer is responsible. Previously, we merely 
listed the editorial classification. The object of this change 
is to make the “masthead” more meaningful to you, the 
reader, so you'll know the exact function of NPN staffers. 


Uj 
tissu: Editor 





In Neptune Remote Control System, control 


valve at rack opens automatically when ticket is at Metropolitan Petroleum’s new Bronx Bulk Plant... 


“printed in.” 
Register at rack is accurately synchronized with 


ticket-prinding register in office. These Red Seal with Red Seal Remote Control Metering 

meters are 18 years old, still highly accurate. 

Smooth, fast flow of dealers’ trucks through 12 loading bays is 
handled by one man in this modern, automatic bulk plant. Aided by 
Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in” 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out” the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan’s old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they’re good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST 50TH STREET ° NEW YORK 20, N. Y. 








Wide-open run-ways speed traffic. 12 light-fuel 
bays are at this end; 16 bunker bays are at far 
end. In background is tanker unloading at 
terminal. 


Red Seal Meters ..+ for a better measure of profit 
BRANCH OFFICES IN PRINCIPAL CITIES 











“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


2 at 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 





Inside the chassis dynamometer test room at 
Gulf’s new Automotive Products Laboratory. 


How would you like to drive on a turnpike where 
the temperature changes from 70 degrees below 
zero to almost 100 degrees above ... where you 
“‘travel’’90 miles an hour but don’t move...where you 
go up and down steep hills while still on level ground 
.. and where you hit a head wind one minute and 
a tail wind the next? 


You'll find this “indoor turnpike,’”’ where such 
things are possible, at Gulf’s huge Research Center 
in Harmarville, Pa. It is part of the Automotive 
Products Laboratory. 


The function of this laboratory is to test a va- 
riety of petroleum products under every conceivable 
road condition. The “indoor turnpike,” known asthe 
chassis dynamometer test room, is designed to per- 
mit vehicles to be “driven” at all normal operating 
speeds and, of course, under all conditions. 


Ever see an 
INDOOR turnpike? 


In this huge drive-in room, elaborate mechanisms 
beneath the floor provide the effects of driving on all 
types of grades, in head or tail winds and with vary- 
ing humidity. This allows the testing of a great va- 
riety of fuels, wheel-bearing greases and transmis- 
sion lubricants under the severest stresses of actual 
driving. 

The function of the “turnpike” is not only to 
determine the efficiency of petroleum products now 
in use but to test those which will be distributed in 


_ the future. 


This is indicative of the awesome amount of re- 
search now being conducted by Gulf and other mem- 
bers of the progressive oil industry. All of it has as 
its ultimate goal the preparation of finer petroleum 
products and such scientific advance must have as 
its end result public benefit. 


GULF Gulf Oil Corporation, General Offices, Pittsburgh, Pa. 
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Oil Marketers and Credit Cards 


Small oil companies will be the first to sign up 
with a universal credit card program, predicts an 
NPN reader. Larger companies will go along later. 


To THE EDITor: 

Your special report on the universal 
credit card (Dec., p90) was an ex- 
cellent article. Although I am not in 
a position to speak officially for our 
company, I can tell you some of the 
personal comments from our depart- 
ment members. I doubt if any one 
could give you an expression of our 
feelings as a company, since there are 
sO many angles to be considered. 

I believe the universal card is one 
that will appeal to the customer be- 
cause of the convenience it offers. 
It will also appeal to many smaller 
oil companies and independents who 
have not yet entered into a credit 
card program. 

Our current Universal Credit Pro- 
gram wherein we accept all ‘foreign’ 
credit cards is currently costing us 
approximately 10% to handle. We 
charge our distributors 6% and the 
company takes the 4% loss as a cost 
of operation. Looking at it from this 
standpoint, the Diners Club card or 
the American Express card could pos- 
sibly cut our expenses. I believe it 
would help us to build volume from 
those customers that are now foreign 
card holders. 

On the other hand, none of us here 
feel that the program will be accepted 
by the oil industry as a whole. Unless 
we can prove to the dealer that the 
program will increase his volume and 
make a profit for him, he will not be 
willing to pay the 6% or 7% cost 
of the program. There is no doubt 
that it would cut brand loyalty and 
would not give us a tight control on 
our current credit customers. Since 
most of the majors have spent so 
much money over a period of years 
to build brand loyalty, my feeling is 


that they will never relinquish .the | 


control that they have. 

While it’s true that the program 
would eliminate our credit customer 
rejection problem and would cut in- 
ternal manpower, equipment and ma- 
terial costs, we would have to be 
assured that the servicing company 
is capable of handling the volume 
of our credit business with the same 
efficiency and tact that it is now given. 

I’m predicting that the universal 
card program will start among the 
smaller oil companies, will prove to 
be an effective sales tool and after 
a period of years will force some of 
the larger companies into going along 


with it. at 


Don P. WATTERS 

Sales Promotion Manager 
Kerr-McGee Oil Industries, Inc. 
Oklahoma City, Okla. 


>We feel that individual oil company 


credit card systems undoubtedly will | 
undergo extensive improvements over | 
the years—but in our opinion they | 


are here to stay. 


West Coast Major Official | 


(Name withheld by request) 


The problems to be overcome are 
most accurately outlined in your arti- 
cle. They are neither small nor few, 
and it would appear to be mere con- 
jecture to assume they can be elimi- 
nated in the near future. 

We feel that major oil company 
credit cards are a customer conveni- 
ence, but more importantly they in- 
tend to build up a brand preference. 
We believe this important item is at 

(Continued on next page) 


NPN's Golden Anniversary issue—a spe- 


COMING IN 
FEBRUARY 


cial 50th Birthday number full of informa- 
tion about the past, present and future of 


oil marketing 
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quolity forged 
—precision machined 
Uniform wall thickness 
—no weak spots 
Extra heavy reinforcing rim 


larger diameter cam ears 
for longer 


Uniform heavy 
wall thickness 
=—no weak spots 


Recess retains gasket 
in coupler ond assures 
proper placement 


your best buy is 


FAVA em las 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
yee EVER-TITE. 


and - The EVER-TITE 
Coupler _ trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


quality forged body ay 
= ision machined 
accurate tolerances 


EVER-TITE 
Standard 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Plug 


Dust Cap 
EVER-TITE Dust Protectors 
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A New Vapor Handling 
MOTOFRPUMP 


for petroleum products transfer 


Where vaporizing or vortexing may occur in transport 
unloading, Ingersoll-Rand offers their new “Vapor-flo” 
Motorpump. These self venting pumps can handle and 
discharge vapors while continuing to pump... they will 
not clog or vapor-bind. Built in sizes through 7'/2 hp. 


The "Vapor-flo” Motorpump 


The secret of this new pump lies in its patented impeller 
design. A diverging impeller with few blades and a 
correctly proportioned casing does the trick. The im- 
peller width increases from center to periphery and thus 
has much greater area at the discharge than at the inlet. 
The liquid pumped cannot enter fast enough to replace 
the ejected liquid and a vacuum space is formed between 
the blades. Any entrained air or gas will enter this 
vacuum space and pass through the pump without vapor 
binding. 


Diverging Impeller with Few Blades 


For normal bulk station service under fully flooded 
suction, Ingersoll-Rand’s standard line of Motorpumps 
through 75 hp offer smooth, efficient, trouble-free service. 


Ing ersoll-Rand 


9-858 11 Broadway, New York 4, N. Y. 

















Letters 


the present time worth the investment 
on our part. 


W. S. Morris 

Vice President 
California Oil Co. 
Perth Amboy, N. J. 


NCPR Presidency 


>The National Congress of Petro- 
leum Retailers president’s term is lim- 
ited by our constitution, and Cash B. 
Hawley may not succeed himself in 
1959. I consider misleading the omis- 
sion of this central fact and the inter- 
pretation based thereon in your 
‘Ahead of the News’ item (Oct., p65). 

I personally feel deeply about this 
matter because your story implies 
some differences between Cash Haw- 
ley and myself and also implies some 
effort in my behalf to displace Mr. 
Hawley. The simple truth is that there 
is entire agreement between Hawley 
and myself on all basic principles and 
policies of our national organization. 
I would not under any circumstances 
permit my name to be mentioned as 
a candidate for president of NCPR if 
Cash were eligible to succeed himself. 


H. C. (CHEEDY) PARRISH 
First vice president 
National Congress of 
Petroleum Retailers 
Houston 


NPN erred in implying that pressure 
would prevent Mr. Hawley from contin- 
uing as president. The NCPR constitu- 
tion allows only two two-year terms, 
which Mr. Hawley is now completing. 
NPN did not imply any differences in 
principles between Mr. Hawley and Mr. 
Parrish, mentioned as a prospective suc- 
cessor. The implication was that a 
change in personalities might make a 
difference in the feelings of some major- 
company marketers towards NCPR. 


Commercial Accounts 


>For many years we followed a pric- 
ing policy on commercial consumers 
based on refusal to quote motor gas- 
oline or other light oils at prices low- 
er than jobber contract prices. 

Our sales dwindled from year to 
year until last year when we revised 
our policy. In effect, our present 
policy provides that on such quota- 
tions we may meet major competi- 
tion either direct or through jobbers, 
provided: 

(a) a reasonable profit can be 
made; 

(b) direct quotations may in no 
event be lower than our net realiza- 
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ECONOMY 


THAT SAVES 


‘DOLLARS! 





EASY-LEVEL 
CONSTRUCTION 


Turning ONE bolt between 
sections levels multiple units 
with spans up to 23’ between 


support posts! Exclusive = 
feature found on quality 
WHITEWAY fixtures only! : 


Lights islands, building fronts and fringe > & 
areas brilliantly thru new scientific de- i 
sign. Choice of 2 POWER GROVE 8 


HINGED WRAP-AROUND | SENSE! 


ACRYLIC LENSES = The Whiteway Hi-lander is a COMPLETELY 


Seoetet AO ey ee a ee = NEW fixture, not a stripped-down model or a rehash 


Acrylic lenses, or open styles. Ultra- . : is 
simple to install and easy to service. of older units. Dollar for dollar it gives you more 


7 r 7 ° 
4 ’ 6 and 8 LENGTHS i quality and value than any other fixture on the 
. enable you to have lighting to fi market! Write, TODAY, for complete details and 
your sven ic needs. Basic construction 


— ALUMINUM. Individual units of a LOW prices! 
4’, 6’, and 8’ lengths, or longer spans hg | 
of 10-ft. or more in 2-ft. increments! 











DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Letters 


tion if the sale were to be made 
through a contract jobber. 

Since then we have regained a very 
small portion of the volume we had 
previously lost. 

But the trouble is that some of our 
competitors are not only quoting 
prices lower than our “costs plus a 
reasonable profit,” but actually less 
than our manufacturing costs. And 
some of those prices are being quoted 
by jobbers supplied by the same com- 
petitors, which we assume _ indicates 
that they have been enabled by their 
suppliers to make at least a modest 
profit on sales at prices below our 
costs. 

This is all a bit depressing and puts 





Without Fusible Link 


us in the same boat with the jobbers 
who are complaining about the “com- 
mercial account problem.” 

We decided (like Doc Jordan 
[marketing vice president of Shell] 
but perhaps a little earlier) that we 
had had all the nobility we could af- 
ford. But we still refuse to sell com- 
mercial consumers below cost, either 
direct or through jobbers. Since we 
still manage to hold our refinery runs 
to estimated sales, we are under no 
compulsion to do so. 

Until marketing veeps can persuade 
refinery veeps all over the country 
that they must restrict refinery runs 
to the rate at which the stuff can 
be sold, prices will be soft; and prob- 


IMPACT SAFETY 
CHECK VALVE 
with fusible link 


Whatever 
the local 
regulations... 





HERE’S SURE PROTECTION 


for remote control 


Tokheim’s line-up of Impact Safety 
Check Valves provides just the 
protection you need in case of 
pedestal collision —in case of fire. 
A model for every state regulation 
—every installation. 

Series 1098 snaps shut on 100- 
Ib. blow to dispensing pedestal. 
Pendant disengages from poppet 


General Products Division 


pumping systems! 


stem; valve closes instantly. Series 
1099 has, in addition, a fusible link 
which melts at 160°—triggers valve 
shut; stops product flow. Cover 
plates are interchangeable to con- 
vert one valve to another. All are 
externally tamperproof . . . have 
threaded or Dresser ends...114" or 
2” sizes. Write for literature today. 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
160 w FORT WAYNE, INDIANA 
Factory aname 475 Ninth Street, San Francisco 3, California 


ABASH AVENUE, 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A. G,, 


JOKHEIM 


Lucerne, Switzerland; GenPro Inc,, Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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ably the softest spot will be the com- 
mercial consumer area. 

Jobbers’ protests may help bring 
the problem’s seriousness sooner and 
more pointedly to the attention of top 
management, but only economic forc- 
es, not congressional investigations, 
are likely to solve it. 

J. is ET 

Coordinator of Marketing Trade 
Relations 

Continental Oil Co. 

Houston, Tex. 


Station Permits 


“How to Sell Your City Council 
on a Station Permit” [Nov., p82] 
was passed around in our group and 
all were glad to have a pattern to 
follow in dealing with individual 
problems. 

The information will be helpful and 
will also create some “backbone” with 
those who have been giving up on 
the first “no” by their council. 

We are asking our safety depart- 
ment to consider making a study of 
Ashland so that we might have some 
“home” facts in requesting station 
permits. 


JOHN T. HEREFORD 
Manager, Real Estate 
Department 

Ashland Oil & Refining Co. 
Ashland, Ky. 


Pipelines in Ohio 

PWe enjoyed “How New Pipelines 
Will Affect Ohio” in your Novem- 
ber issue (page 128), but we felt a 
bit neglected as far as Oklahoma Mis- 
sissippi River Products Line, Inc., is 
concerned. (Sunray owns 50% of 
OMR.) 

The map shows no marker on how 
OMR fits into the pipelining project. 
Other lines contributing to the Ohio 
invasion were mentioned. 

Then there’s this reference: “If the 
OMR line is converted to handle 
LPG. .. .” OMR already handles bu- 
tane but there is no plan in the mak- 
ing to handle propane. 

QUINTON PETERS 

Public Relations Dept. 
Sunray Mid-Continent Oil Co. 
Tulsa, Okla. 


>I would like to point out one state- 
ment which could be misconstrued. 
The article states: “Sohio serves about 
4,100 of the state’s 8,700-plus sta- 
tions.” 

You are comparing the total num- 
ber of retail outlets we serve (gar- 
ages, parking lots, curb pumps, etc., 
as well as stations) with the census 
service station figure which includes 
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Only those outlets where more than 
50% of the earnings come from the 
sale of petroleum products. 

According to our figures, there are 
approximately 14,800 outlets in Ohio 
which sell retail gasoline. Sohio’s to- 
tal of 4,100 should be compared with 
this 14,800 rather than with the serv- 
ice station total. 


H. S. KNOBEL 

Assistant to the Vice President of 
Marketing 

Standard Oil Co. (Ohio) 

Cleveland, Ohio 


Jet Fueling Too Expensive 


mAs yet we have not been success- 
ful in obtaining any significant jet 
fuel business, and it appears, with the 
expensive equipment involved and the 
eagerness on’ the part of the industry 
to sign up long-term contracts, that 
it might be some time before anyone 
makes very much money on this new 
phase of our business. 

Your article, “Jet Age: A Fueling 
Challenge” (Dec., pl15), certainly 
summed up in fine fashion the diffi- 
culties that will be encountered in se- 
curing equipment that will handle the 
fueling of jets. 

M. G. Davis 

Manager 

Regional Marketing Dept. 
Atlantic Refining Co. 
Philadelphia 


Heating Oil Efforts 


PReading your article “Time for 
Heating Oil to Unify” (NPN—Nov. 
p75), I feel that the important point 
is being missed. Certainly we need 
an over-all organization like the 
American Gas Assn., but that is only 
possible if the organization is given 
the support by the fuel supplier that 
AGA is given. And in OHI all we 
need is fuel supplier support to do 
an even better job than AGA. 

But we will never have full fuel 
supplier support because fuel oil pre- 
sents a problem of ratio of produc- 
tion of heating oils and gasoline. Sup- 
pliers are afraid to go all out until 
they can be assured of an outlet for 
the gasoline that would be produced. 


LIONEL L. JACOBS 
Lionel L. Jacobs & Son 
Wayne, Pa. 


mI have long felt a fuel oil organi- 
zation with resources sufficient to 
pack a powerful advertising and pro- 
motional punch and with a staff to 
carry On or coordinate equipment re- 
search should become a reality. 





Principal support should come 
from all refiners with substantial 
amounts from fuel oil dealers and 
jobbers. It may be well for the deal- 
er’s or jobber’s share to be paid at 
the time he purchases fuel stocks. 

With regret I learned of recent ac- 
tivity within the API fuel oil com- 
mittee to take a less than adequate 
step toward strengthening fuel oil ad- 
vertising and promotion on a national 
scale. It appears to me that anything 
less than an all out effort and ex- 
penditure would be wasted in large 
part. 

However, I am not in favor of ac- 
tively opposing the API plans. Rather 
it appears prudent at the present 


No special training required 
Eliminates time losses 
Corrects for... 


Erratic Brakes 
Diving — Side Pull 
Brake Noises 


guRES 
ant pRoFil 


complete 


ides , 
Prov atistaction 
i 


customer § 


3 Simple Steps. 


Step 1 Measure Drum Diameter. 


B-105C 
illustrated 


Step 2 Set Grinder for Drum Diameter. 


ume to approve their plans; failure 

of approval could result in a definite 

dimming of all chances in the future 

for a promotional program that is 
adequate. 

Mites M. MILLs 

Oils, Inc. 

Des Moines, lowa 


> All advertising and selling should be 

held at the positive level and, there- 

fore, should not dwell too much on 
the dangers of gas. 

C. R. JoNSWoLD 

General Manager 

Wholesale Marketing Division 

Pure Oil Co. 

Chicago 


E DOKTER 
USE..-> 


Step 3 Centrolize, adjust ond remove high 
spots from lining. Install drum. 





The Brake Dokter is 
a combination 
e Brake Drum Gauge 
e Brake Shoe Adjusting Gauge 
* Precision Lining Grinder 
producing positive shoe 
centralization 


BARRETT EQUIPMENT CO. Ge 
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Handles all popular brakes 
Bendix Stationary Anchor r--—- 
Bendix Adjustable Anchor 
Chrysler Center-Plane 
Lockheed and Huck 

Fast and easy to use... . 
No special training required! 


Mail Coupon for Details 





i Borrett Equipment Co. 

2st & Coss, St. Lovie 6, Mo, 
Please send [) litererure () Brake School 
Bulletin @ 183 om Brake Dokeering lace 


Name 


Address 


Signed 











cepa on «acetate rae Sao erent 





PRINTED ITEMIZED RECEIPTS 
insure customer confidence. 


“Our Calional Cash-and-Charge System 
saves us *2,000 a year... 


pays for itself every 8 months!”’ —Dolbey’s Esso Servicenter 


“T don’t see how a Service Station 
can stay in business without a Na- 
tional Cash-and-Charge System,” 
writes Frank L. Dolbey, owner of 
Dolbey’s Esso Servicenter. “It pre- 
vents confusion in record-keeping, 
promotes customer good will, and 
makes our jobs more pleasant for at- 
tendants and myself. 
“‘End-of-month statement work 
has been almost eliminated since we 
installed a National Cash-and- 
Charge System. Since our National 
records every charge sale at the time 
the sale occurs, we have complete 


credit control.’ Charge slip losses and 
forgotten charges no longer reduce 
our profit. 

“Our National Cash-and-Charge 
System has definitely speeded up 
our customer service. It certainly 
saves us $2,500 a year... pays for 
itself every 11 months.” 


owner of Dolbey’s 
Esso Servicenter 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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FRANK &. DOLBEY, owner of 
Dolbey’s Esso Servicenter. 


DOLBEY’S ESSO Servi- 
center, Salisbury, Md. 


Salisbury, Maryland 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 
Maintenance Plan. (See the 


yellow pages of your phone 
book.) 
*TRADE MARK REG. U.S. PAT. OFF. 
CASH REGISTERS > ADDING MACHINES 


ACCOUNTING MACHINES 
wer paper (No Carson Reauireo) 
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Money-Making Ideas 


How to tap neighborhood potential... VIP system... 
Using used cars... incentive ideas... jet age themes 


KNOWLEDGE of neighborhood po- 
tential can pay off for your dealers. 
Many retailers draw an imaginary 
circle to define their trading area. (A 
quick glance at a local map will show 
them where roads, housing develop- 
ments, offices and stores deviate from 
a circular pattern.) Pinpointing the 
areas of greatest potential can save 
your dealers wasted effort and—more 
important—may open up new areas. 


$ 


VIP’S RATE special treatment from 
dealers. That’s the view of Vickers 
Petroleum Co., now distributing red 
window stickers to all credit card 
holders (“Vickers Important  Pa- 
trons”). Vickers is suggesting to retail- 
ers that red-stickered cars receive 
special attention at stations. The reas- 
oning is simple: credit customers buy 
more products than cash customers. 


$ 


INCENTIVES CAN HELP boost oil 
sales on the driveway. Kerr-McGee is 
using this plan: a number of oil cans 
with red linings are being distributed 
to stations. Any attendant who opens 
a can with a red lining gets $1. At 
the same time, a ticket goes into a 
hopper from which a winning number 
is drawn once a month. The winner 
gets an extra $25. 


$ 


DO-IT-YOURSELFERS can help you 
build a profitable sideline business. A 
Canadian dealer picks up supplemen- 
tary income renting power lawn mow- 
ers. He sells extra gasoline and builds 
a customer file at the same time. 
Another dealer rents gasoline-driven 
hand plows to home gardeners. 


$ 


USED CARS can help you build your 
lube and repair business. Customers 
are sometimes reluctant to bring in 
their cars for work. They can’t afford 
a whole day without transportation. 
A Batavia, N.Y., dealer solves this 
dilemma by maintaining a “fleet” of 
four used cars—for use by customers 
whose own cars are laid up in the 
bays. The fleet cars are old and cheap 
but still in good working condition. 


A BUTANE STORAGE TANK leads 
a triple life at Cy’s Fresno (Calif.) 
Truck Stop. Besides its storage func- 
tion, the 15,000 gal. tank advertises 
the station and helps recruit men for 
the army. A local recruiting sergeant 
noticed the similarity of the tank to 
a Jupiter-C missile and offered to 
deck it out as one. The dealer readily 
agreed. On top of the tank is a mini- 
ature missile made from a stove-pipe. 


$ 


HERE’S A DEALER whose crew 
averages $45 a month extra in bonuses 
under a group incentive plan. It’s 
based on a quota system, and when 
sales go over the top for the month, 
each man shares in these extra pay- 
ments: 6¢ a quart for all motor oil 
over 1,000 gal. a month; 8¢ a quart 
for all AT flu'd over 70 quarts a 
month; 45¢ on all wash jobs over 
200; 45¢ on lubes over 150; 35% on 
lube services over $100; 15% on ac- 
cessories over $1,000 a month; 15% 
on miscellaneous labor over $700 a 
month. In addition the men earn 
straight commissions of 50¢ a tire; 
75¢ a battery; 25¢ a tube; $2.00 on a 
$12.00 polish job; $3.00 on a $15.00 
job. The dealer—Bernie DeFont, of 
Merion, Pa., (Atlantic)—also uses a 
novel inventory control method. He 
splits the job among his men by 
ass gning each man the responsibility 
for a specific group of items. Last 
thing each night the men check the 
stock, and each morning DeFont 
orders* what’s needed. 
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If your problem is one of DELIVERING 
petroleum products safely and quickly, 


VENTALARM Gauge Combination 
SCULTROL Pressure Limiting Control! 
FAYLSAFE Monitoring System 


e MELROSE 76, MASSACHUSETTS 


Originators of: 
SCULLY Swivel 
FAYLSAFE Low Water Cut-off 


VENTALARM Signal 


GREEN STREET 


Fill, Vent and Signal 


VENTAFIL Combined Portable 
THROTLATOR Engine Control 


SCULLY SIGNAL COMPANY 


174 


take advantage of our experience 
and equipment. 
SCULLY Nozzle 


| SCULLY UNIFIL System 


| 
| 


Granco ; 
TRUCK P 
PUMPS ; 


ROTARY positive 

displacement pumps 

... with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 
signs for light or heavy duty service. 

GRANCO fast-flow suction strainers are avail- 
able for all models. 


Granco., 
TRUCK > 
METERS , 


GRANCO’s unique 
angular rotary motion 
is the practical answer 
to frictionless metering! Complete, ready-to- 
install combinations include METER, AIR ELIM- 
INATOR, STRAINER... designed for accurate, 
trouble-free discharge from pump or gravity 
flow systems. 

Write TODAY for FREE Engineering 


ond Deta Manvol on 
Pumps and Meters 


4 } 
Grancod) pymps and METERS 
Manufactured by 


GB GRANBERG CORPORTION 


1313 Sixty-Seventh Street, Oakland 8, California 
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FREE CATALOG F-37- 


24 pages of spe 
iiustrations 

data. Complet 
about 19 models 
Loading Assemblie 


filing 


LOADING 
ASSEMBLIES 


for faster, safer, easier, liquids loading and 
unloading of tank trucks and tank cars. 


Handlers and transporters of bulk liquids, alert 
to reducing tank car and tank truck filling and 
emptying time without jeopardizing safety 
standards and contaminating product, are fast 
converting to compact, convenient, economical 
full flow OPW Loading Assemblies. 


Investigate today how you, too, can realize sav- 
ings in time, effort and operational costs. Write 
on your letterhead for Free Catalog F-32-R. 


CORPORATION 
Cincinnati 25, Ohio, 2735 Colerain Ave., Ki 1-5400 


Valves © Fittings © Assemblies for hendiing hazardous liquids 
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What They're Saying 


About small car sales . . . safety policies .. . Canadian 
investment . . . challenging labor unions . . . salesmen 


6¢ A real small car will always be 
imported into the U. S. but the poten- 
tial is limited, I would say roughly 
about 10% of domestic production or 
about 500,000-600,000 small cars a 
year could be sold in America.” Dr. 
Heinz Nordhoff, director-general, 
Volkswagen. 


QCit is a fair assumption that all 
available Canadian capital has been 
fully employed either at home or 
abroad. In the oil business alone a 
new investment of more than $1-mill- 
ion a day is required. In the face of 
such a staggering requirement, Canada 
cannot go it alone.” W. M. V. Ash, 
president, Shell Oil Co. of Canada. 


6CA salesman is an independent busi- 
nessman who is smart enough to avoid 
the headaches of business by work- 
ing for someone else.” Herb Spade, 
vice president, E. Robeson Co., Harts- 
dale, N. Y. 


¢¢ Our industry’s safety policies in- 
clude many self-imposed items that 
are in excess of those required by law, 
and offer far more protection to the 
public than most people remotely sus- 
pect.” Calvin T. Thomas, manager, 
transportation department, General 
Petroleum Corp. 


6¢ Too often management takes a 
‘do nothing’ approach to challenging 
propaganda (by labor unions)—it just 
doesn’t take up the challenge. In the 
few cases where management did 
tackle an economic problem in print 
it has done so in such a ladylike and 
restrained manner as to lack much of 
the force found in the union ap- 
proach. Management apparently is 
maintaining its dignity. The audience 
it wishes to reach understands toe-to- 
toe slugging better.” Fred C. Foy, 
president, Koppers Co., Inc. 


Heard at the Chicago meetings... 








(¢ There are things you can do in 
Paris that you can’t do in plaster of 
paris.” Otis Ellis, NOJC general coun- 
sel, reporting on his recovery from a 
recent automobile accident. 


¢¢ The jobber wonders what the fu- 
ture of the jobber is. What is the 
trend for the jobber? Some say it’s 
rosy. But the jobber feels insecurity. 
The jobbers would like to have some 
projections on the future of the jobber 
from three or four companies. Tell 
the jobber what the situation is. If 
it’s gloomy, let’s find out about it.” 
Miles M. Mills, NOJC president. 


¢¢ It is our belief that divorcement 
will be established ultimately by the 
efforts of dealer groups working with 


| a very sympathetic Congress. There 
| will be a strong tendency to place 
| jobbers in the same category as the 


integrated companies. Therefore, let 


| us be prepared with divorcement pro- 





rosals of our own that will assure our 
position in the market place. We feel 
jobbers should have some very con- 
structive suggestions of their own.” 
Arnold Jones, Everybody’s Oil Co., 
Anderson, Ind.; after NOJC had di- 
verted the Indiana jobbers’ divorce- 
ment proposal to a study project. 


¢¢ The supplying companies should 
not only clear up this commercial 
account situation and correct it, but 
they should turn this business back 
to the jobbers who lost the business.” 
John F. Cummins, Cumberland Oil 
Co., Nashville, Tenn. 


@¢ When we don’t have the jobbers 
on our side, we must be on the wrong 
side.” Dwight T. Colley, vice president, 
Atlantic Refining Co. 


6¢ Let’s not kid ourselves. We may be 
satisfied with the way we run our 
business, but you and I know that if 
we were working for absentee owner- 
ship we'd be fired.” Well-known trade 
association official. 


¢¢ You can’t imagine what problems 
a marketing vice president has. I 
never took sleeping pills until I be- 
came a marketing vice president.” 
Charles J. Guzzo, marketing vice presi- 
dent, Gulf Oil Co. 


¢¢ If anyone tells you that we in 
marketing are going to have an easy 
time in the next five years, he is doing 
you a disservice.” Charles J. Guzzo, 
marketing vice president, Gulf Oil 
Corp. 
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New Du Pont RP-2 adds 3-way 
salespower to gasolines 


Now refiners and marketers can improve their gasolines with “Du Pont 
RP-2,” another product of DuPont research to improve performance 








“it Never Rains Oil” 
depletion movie 
still playing 
to packed houses 


The story of petroleum is still “big box 
office” around the country. 

Probably one of the best signs of 
this is the continued success of “It 
Never Rains Oil,” the full-color car- 
toon movie that tells the story of oil 
exploration, consumption and deple- 
tion. 

Year after year, the film plays to 
capacity audiences of civic organiza- 
tions, clubs, service station operators, 
and other groups in which opinion is 
formed. 

It shows how oil is bringing better 
things into all our lives—from paints to 
pants, from synthetic rubber to better 
lubricants. 


Explains need 


The movie goes on to show the dra- 
matic search for oil—and the tremen- 
dous odds that face the searchers — as 
well as the growing consumption that 
makes an ever wider search necessary. 
It explains the government’s recogni- 
tion of the great cost of the search, in 
the form of a percentage depletion al- 
lowance. The film explains why this 
tax relief is desirable, necessary and 
fair. 

Promotes better understanding 


After viewing “It Never Rains Oil,” 
audiences often report that they have 
a new, more appreciative viewpoint of 
what the oil industry is accomplishing. 
They better understand its problems 
and plans. If you would like to arrange 
showings, simply write, telling us 
when you would like to borrow the 
film and how long you would like to 
have it. 





of petroleum products. 


+ 


HOW RP-2 CAN SELL FOR YOU: Sample advertising kit, prepared by DuPont's Advertising 
Department, shows how the use of RP-2 can be advertised and create new excitement for your 


brand of gasoline. 


RP-2 adds three distinct kinds of im- 

provement to gasolines: 

Prevents Rust. RP-2 “plates out” on 
metals, forming a barrier between 
the metal and any moisture that may 
be present in the gasoline. Thus 
rusting is prevented throughout the 
automobile fuel systems from gas 
tank to carburetor. Incidentally, 
RP-2 also offers the same protection 
at the refinery and in the fuel distri- 
bution system. 

Stops Carburetor Icing. RP-2 prevents 
stalling during idling caused by ice 
formation on the carburetor throttle 
plate. Many gasolines need this pro- 
tection when the temperature ranges 
from 22 to 55°F. and relative hu- 
midity exceeds 65%. 

Provides Detergent Action. RP-2 has 
a positive detergent action which 
not only keeps new carburetors 
clean but gradually cleans the throt- 
tle plate and throat of carburetors 
which have become dirty through 
long use. 





The above advantages add up to 
improved performance on the highway 
and better satisfied gasoline customers. 
As mentioned above, there are also 
economy advantages for the refiner in 
the rust-preventive characteristics of 
the additive in protecting storage and 
shipping equipment. 

Another important property of RP-2 
is that it contains phosphorus. This 
makes it especially attractive to re- 
finers already using phosphorus com- 
pounds for control of surface ignition. 
Thus, by taking a “phosphorus credit” 
the cost of protection against rust, car- 
buretor icing and carburetor deposits 
is appreciably reduced. 

While it has been widely adopted 
for use in motor gasolines, RP-2 is also 
an excellent rust preventive for avia- 
tion gasoline. And it is particularly in- 
teresting for jet fuel because, in some 
cases, rust preventing dosages also im- 
prove the CFR fuel coker ratings of 
the fuel. 


Write for technical information. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Company (Inc.) 








"Good Gasoline” movie goes before cameras 
@ second time — for a new, modern look 


MOVIE SHOWS HOW reforming (left) and addition of TEL (right) turn ‘‘bad"’ hydrocarbon mole- 


cules into good ones to prevent knock. 


“What Makes Today’s Gasoline Good” 
—the DuPont sound-and-color movie 
that’s been a hit with refiners and 
dealers for a number of years—has had 
its face lifted. 

Writers, directors, actors and cam- 
era crews have been hard at work for 
the past several months, bringing it up 
to date. 

The story line has changed, but the 
primary message remains as it was, a 
description of how refiners use cat- 
cracking, reforming, and _tetraethyl 
lead and other additives to give gaso- 
line the right qualities for good engine 
performance. 

It compares “regular” and “premi- 
um” grades of gasoline, and uses amus- 





ing cartoon characters to explain 
knock, vapor lock, the reasons for sea- 
sonal blends, and other important as- 
pects of gasoline. 

The movie is perhaps one of the 
fastest, most memorable ways of show- 
ing and convincing service station op- 
erators (and even refinery employees) 
that much more goes into a gallon of 
gasoline than the average motorist 
realizes. Enthusiasm is created, along 
with improved _ sales-consciousness, 
when the picture is shown at dealer 
meetings. 

Showings of the DuPont movie can 
be easily arranged through your 
DuPont representative, or by writing 
direct to Wilmington. 





Winter freeze gets a 
cold shoulder from pipe 
that’s made from oil 


“If winter comes, can the plumber be 
far behind?” might be the modern ver- 
sion of one of the poet Shelley’s fa- 
mous lines. 

It might, but the oil industry is 
changing all that. No longer does the 
freezin’ season mean that pipes must 
freeze up and be repaired. In industry, 
the use of “Alathon”* polyethylene 
resin pipe is eliminating this costly and 
often dangerous problem. 

Pipe of “Alathon” is made of a plastic 
based on petroleum. Its most remark- 
able quality is its flexibility. Instead of 
freezing and bursting, it simply ex- 
pands. Even at 40° below zero, this 
pipe can be bent around corners. 

Another advantage is its extreme 
light weight. Its corrosion resistance 
and its lack of odor and taste are bonus 
advantages. 

“Alathon” polyethylene resin is the 
same material from which literally 
millions of squeeze bottles of cosmet- 
ics and many other products are made 
every year. 

This is one further example of the 
growing contributions of oil in bring- 
ing better living to more people, 
through chemistry. 

*Reg. U.S. Pat. Off. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 


Houston 2 
705 Bank of Commerce Bidg. CApitol 5-1151 


RAndolph 6-8630 
MAin 1-3422 











YOU OUGHT TO KNOW... 


ROBERT M. GLOVER was recently 
appointed Manager, Sales Programs, 
in the Petroleum Chemicals Division 
of the DuPont Company, a position he 
assumed after vacating the office of 





Assistant Sales Manager. There his 
chief interest was tetraethyl lead sales 
combined with administrative duties 
concerned with manpower in the five 
regions of the division. 

Mr. Glover brings to his new posi- 
tion a wealth of experience also in the 
petroleum additives field, where he 
has helped DuPont customers solve a 
wide variety of blending and market- 
ing problems. 

At one time, Mr. Glover served as 
Manager of the DuPont Petroleum 
Chemicals Division’s Mid-Continent 
Region, with headquarters in Tulsa. 
In that capacity, he served all DuPont 
customers in the area with the com- 
plete Du Pont line from tetraethy] lead 
to the most specialized additives. 





Los Angeles 17—612 So. Flower St. .MAdison 4-1354 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center... ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12— 
Ontario HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division, 
pe ol Sales, Wilmington 98, Delaware, PRospect 
4- ; 





REG. VU. s. PAT. OFF. 


Better Things for Better Living 
+. through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. duPont deNemours & Company (Inc.) 


Printed in U. S. A. 





The Rockies 


Service station building 
booms in the Denver area. 


Carter builds the most 


SERVICE STATION construction in 
the Denver metropolitan area contin- 
ues at an unprecedented pace and is 
now mushrooming 
into the city’s sub- 
urbs. 

Construction in 
the suburban areas 
this year topped 
for the first time 
the number of sta- 
tions built within 
the city. 

Jefferson Coun- 
ty, encompassing 
the suburban area 
west of Denver 
toward the mountains, reported 31 
new service stations for the first nine 
months of 1958. That was eight more 
than were built within the Denver city 
limits. 

Denver’s city population is ap- 
proaching 500,000, while its metro- 
politan area population, including 
Denver, now exceeds 850,000. 

Two other counties surrounding 
Denver reported new stations: Adams 
15 and Arapahoe 12. 

Most of the construction was by 
major oil companies. Total valuation 
for-the 81 stations constructed in the 
first nine months was more than $3,- 
240,000, not including land costs, 
which industry experts said would 
easily equal half the construction total. 

Carter was the big builder among 
the majors with 18 new stations. Other 
leaders included Phillips with eight, 
Texaco seven, Gulf seven and Stand- 
ard of Indiana five. 

The new construction has _ not 
caused any significant change in the 
relative position of marketers in the 
metropolitan area. Top six are Stand- 
ard of Indiana, Continental, Texaco, 
Phillips, Carter and Sinclair. 

However, Carter appears to be the 
fastest growing. It entered the area in 
1943 and now has 70 stations. Carter 
capped its growth with a 10-day cele- 
bration to welcome dealers at 12 new 
Carter Servicenters opened in the late 
fall in the metropolitan area. 

Carter customers were given 
chances on a 1959 Chevrolet auto- 
mobile as an added feature of the 
celebration. 


By Frank Pitman 
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THIS PORTABLE STATION is being peddled to private-brand jobbers in the 
Southwest and is “catching on fairly well,” says Houston equipment jobber. 
The company stresses tank-surface advertising and easy transportability. 


The Southeast 


MAYBE OIL MARKETERS are 
happy about the noticeable slowdown 
in service station building here in the 
Southwest. But 
Joe Tajan, head 
man at A-1 Pump 
& Tank Co. in 
Houston, fails to 
see any mirth in 
the situation at 
all. 

Things have 
been tough, says 
Tajan, not only 
for him but for 
other Southwest 
equipment _job- 
bers, especially in the last two years. 

“We thought 1957 was a bad year, 
when we grossed over $160,000 and 
ended up $16,000 in the red. It’s 
doubtful that the final 1958 figures 
will look much better. Everybody just 
stopped building, we contractors 
started cutting prices, and the result 
has been lower profits for all of us,” 
Tajan reports. 

The oddity about the whole thing, 
he adds, is that not only has new 
building work slowed down, but so has 
repair work. 

“It beats all I've ever seen,” he 
says. “Here these companies cut back 
on building new stations, and try to 
get along with what they already have. 
Old stations they would normally be 
replacing are kept in operation. 

“You would think in a situation like 
this, when equipment is getting older 
and older, that maintenance work 
would show a pick up. But that hasn’t 
been the case. It has slowed down 
along with everything else. 

“One reason undoubtedly is that 
companies generally are instructing 


By Marvin Reid 
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their people not to call in contractors 
on minor things any longer. Another, 
I suppose, is that equipment is just 
being made better. But whatever the 
answer, we have certainly been feeling 
the pinch.” 

Tajan is trying two ways to do 
something about his declining profit 
picture: 

e He’s trying to peddle a portable 
service station (NPN—June, p147) 
to private-brand jobbers. 

e He’s offering a preventive-main- 
tenance program to marketers, under 
which they pay a fixed monthly charge 
and he takes care of all their main- 
tenance work. 

A Look at the Station Plan—“My 
station idea is catching on fairly well,” 
Tajan claims. “In October, we had 
about 19 sold. Most are in operation 
in Southwest states. Our biggest trou- 
ble has been in presenting our idea to 
jobbers. We can’t affort to launch any 
big advertising campaign. 

“But Reed Oil Co. has one in 
Amarillo, Tex., (see picture). This out- 
let was installed for them at a total 
cost of about $8,000. It’s been doing 
about 35,000 gal. per month. We feel 
word-of-mouth advertising on a station 
like that one will attract other cus- 
tomers. 

“Our station idea is nothing the 
majors would go for, but we do think 
small private branders will buy it. 
Our idea is to make the storage tank 
work for the jobber. We put the tank 
on skids, and either put pumps on 
each end or fix the lines so the pumps 
can be located elsewhere. It repre- 
sents a way for a jobber to get a sta- 
tion in at the least possible cost. 

“The big feature, of course, is that 
it can be moved from one site to 
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The No. 1 cause of road breakdown... battery 


system failure... is a rich market to cultivate 


You can sell batteries . . . every other car on the 
road is going to need one during the year. The reality 
of the situation is pointed up by the A.A.A. announce- 

ment that battery system 
failures,are the No. 1 
cause of on- the - road 
breakdown. But you have 
to merchandise - batteries 
and it takes some doing. 


The station manager, for example, has to realize 
the profit potential in battery sales. And wanting to 
sell them is only the beginning. He has to locate bat- 
teries that are going to fail in a month or so. He has 
to convince the car owner. 


A merchandising program developed jointly by 
your TBA men and Fox engineers starts with substantial 
station quotas and provides for every step in the process 
of converting quotas and batteries into dollars. 


The Fox 200 Tester, illustrated, is an integral part 
of several battery merchandising programs. It is used 
every time a hood is raised. It gives complete data on 
battery and charging system conditions quickly and 
accurately. It completely tests 6 or 12 volt batteries by 
attachment to terminals only. 


The station equipped with a 200 Tester need never 
be stumped by a battery problem. It makes four checks: 


1. Charge in battery 
2. Condition of battery 
3. Car charging system 


4. Car system electric shorts and leakage 


The Fox 200 Tester will sell one new battery every 
time ten are tested. It also will show that four of the 


ten batteries tested need to be charged. And the car 
owner believes the Fox Tester. 


In some battery merchandising plans a Battery 
Sales Center, offering a FREE BATTERY CHECK, is 
used to remind the motorist, as well as station attendants, 
of the need for regular battery testing. It provides 
space for new battery display and storage for tester, 
charger and other battery 
service tools. The station's 
reputation for dependable 
battery servicing builds 
traffic and results in higher 
volume of gas and lube 
sales. 


Fox engineering ex- 
perience and equipment 
covers every battery selling 
and servicing need .. . 
from fully automatic 
chargers to automatic 
pulse maintainers, booster 
cables and overnight charg- 
ers for resale. Fox can de- 





velop new equipment or 
modify existing designs to 
meet your particular needs. 


The increase in your battery sales depends 
upon what you do about it. Get in touch, 
now, with Battery Merchandising Depart- 
ment, Fox Products Company, 4710 N. 
18th Street, Philadelphia 41, Pa. Phone: 
DAvenport 9-2700. 


FOX METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES 
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Regions 


another at practically no expense.” 

The Maintenance Plan—On his 
preventive maintenance contract, 
here are Tajan’s ideas: 

“We're offering companies a con- 
tract that calls for us to repair 
and keep in operation their pumps, 
compressors and lifts at a_ fixed 
monthly charge. We charge so much 
per pump, compressor or lift. We 
will make regular maintenance calls, 
because that’s to our advantage. If 


r alle a ¢ Zz 
aie : 


we can catch trouble before it hap- 
pens, we save money. 

“We feel companies will go for 
the idea because then all maintenance 
headaches are out of their hands and 
in ours. They don’t have to bother 
with such things as unions, paper 
work and the like. And we think we 
can save them money. 

“Whether we can put it into effect 
depends on how many we can sign 
up. Our charges will be based on 
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Reinforced and Regular for all 


Passenger Cars and Trucks 


Designed for TBA Profits! Here’s why: 


¢ Complete Line—reinforced and regular grades, 
a size to fit any vehicle. 


* Packaged—more effective display, easy handling. 


¢ Advertised to your dealers. 


¢ Quality Product — gives customer satisfaction, 
builds profitable repeat business. 


CAMPBELL CHAIN Company + YORK, PA. 


what we consider normal, average 
repair work for various pieces of 
equipment. If a company has a lot 
of trouble at just one station, it would 
mean a big savings on its over-all 
maintenance bill.” 

One reason A-1 is trying to get 
such a program started, says Tajan, 
is to counteract the price-cutting of 
some business-hungry Houston con- 
tractors. Normal labor charges, for 
instance, have dropped from an aver- 
age $4 per hour in Houston to as low 
as $3.25 in some cases because of 
sharp competitive bidding for jobs. 

“We can’t make it at less than 
$3.25; and we feel maintenance con- 
tracts will help us and the companies. 
They’re guaranteed repairs at a cer- 
tain cost, while through careful pre- 
ventive maintenance we hope to keep 
their equipment operating properly 
so that big repairs won’t eat us up.” 

Tajan would like to see oil mar- 
keters “get off those budgets and do 
some building.” That, he concludes, 
would help his business right now 
more than anything else. 


Canada 


OIL-HEAT installation and service 
courses are catching on in Ontario, 
Canada. 

This month, through the efforts of 
Oil Heating Assn. of Canada, oil-heat 
courses will be offered at a technical 
and vocational school in London, 
Ont. 

Once the London course gets un- 
der way, OHA has plans to start 
similar courses in Sarnia, Toronto, 
Hamilton, Brantford, Guelph and Ft. 
William, all in Ontario. It even sees 
the day when courses will be given 
in municipal and provincial voca- 
tional schools in Manitoba, Nova 
Scotia and Quebec. 

In addition to getting the London 
school interested in offering oil-heat 
installation and service training, 
OHA got instruction manuals for 
students, reference texts for instruc- 
tors, and demonstration models of 
oil burners, their components and 
accessories. 
> British American Oil Co. has ex- 
panded its marine terminal and dis- 
tribution plant at Seven Islands, Que., 
to meet petroleum needs of Ungava 
and Knob Lake iron ore develop- 
ments. 

Expansion includes 130,000 bbl. of 
added tankage, a drumming plant 
for light oils, a new loading rack, 
and increased space for dry storage. 

(More Regions on page 25) 
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ROTARY DRILLING HOSE 


213-H TANK FILLER HOSE 


the big name in hose is... 


Name your hose and Goodyear has it! Whether you’re drilling for oil—refin- 
ing or shipping it — or delivering it right to oil-users’ homes — you’ll find a 
Goodyear hose for the job. 


For the types of hose shown here are only a sample of the complete Goodyear 
line. It includes a broad selection to cover every possible oil-handling need. 
Many of them are made with CHEMIGUM — the oil-resistant rubber developed 
by Goodyear. And every one is designed and built for easy handling and 
longer service. 

Make sure your next hose is a Goodyear quality hose — by contacting your 
Goodyear distributor, or writing Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


GOOD*YEAR 


Tire & Rubber Company, Akron, one OC MMA EE GREATEST N il ME IN RUBBER 
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Modernize now with 
new Plastilux signs 


All of your stations will get that new, brighter look at once 
when you put up Plastilux signs. Modern designing combined 
with lower operating and maintenance costs make these signs 


J fit every modernization program. 
The originators of PrOE 


Plastilux" Whether you operate 10 or 10,000 stations, NPI Signvertising* 
service is available to create and build the illuminated sign that 
exactly fits your need. 


Illuminated 


Signs... 
NPI production facilities match the creative skills to assure 


on-time delivery, too. 


NEON FRO DUCTS INCORPORATED) 
EK.izrma 4, Ohio T.S.A.. FOREIGN AFFILIATES: @ Tek Plastics, Ltd., Toronto, 


Canada e Vitreous Enameling Corp., Capetown, South Africa e Elaboracion Plexiglas Espanol, S.A. Madrid, Spain 


ws 
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We operate _ filling stations. Please have 
a Signvertising Engineer call. 


NAME 





die 
TITLE WRITE TODAY — Use this coupon to get 
the services of a Signvertising® Engineer. 
COMPANY. No obligation. 
ADDRESS. 
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The East 


Dealers laud API work 
—Voice for Little Bill 


GREATEST IMPACT on dealers at- 
tending the latest “road” meeting of 
the API service station advisory com- 
mittee was their 
first realization 
API was doing 
something for 
them. Some didn’t 
know the institute 
existed. 

“I was 
impressed,” 
Glen Lyons, Jen- 
ney operator in 
Newton, Mass. 
“It was all news 
to me that API 
was doing some of these things for 
us.” 

In spot interviews among the 100- 
plus dealers attending the Boston meet- 
ing, all felt the session was helpful, 
informative and worthwhile. 

“The companies should have done 
something like this long before,” said 
Carl S. Aldrich, Boston Sunoco dealer. 
“It’s a business that has a million 
problems, more problems than most. 
We could have stayed there until five 
in the morning and there would still 
be questions to be answered.” (They 
stayed till 11:30 p.m.) 

Singled out for praise was the 
API’s work with automobile manufac- 
turers to make car servicing easier. 

What About Pricing?—Feeling was 
mixed on the group’s treatment of 
pricing. 

“A lot of dealers asked questions 
they weren’t supposed to, like pricing, 
which they can’t do anything about,” 
said Simon Allie, Socony dealer of 
Weymouth, Mass. 

Adam Rumoshosky, director of the 
API marketing division, had told the 
dealers that because of antitrust laws 
and other legal restrictions, the service 
station advisory committee can’t come 
to agreements on pricing matters. 

Merrill Hazelton, Cities Service 
dealer at Braintree, Mass., said, “We 
all wanted to get into the price situa- 
tion, but we can appreciate the oil 
companies’ point of view. I can see 
both sides. . . . I’ve been a dealer 25 
years.” 

How to Improve Meetings—Dealers 
offered these suggestions on how the 
meetings could be improved: 

e Hold regional meetings, 


quite 


By 
Cornelius Brodersen 


“be- 


cause different parts of the country 
have different problems.” 

© Meetings should be smaller. “We 
get more out of them when there are 
only 25 at a meeting instead of a 
hundred.” 

e More dealers’ viewpoint on the 
panel, less panel, more group par- 
ticipation. 

The committee plans to hold an- 
other meeting, its fourth, this spring. 


Little Bill, oil-heat emblem of Oil- 
Heat Institute of Long Island, has 
been adopted by two other New York 
City-area oil-heat groups and has been 
given a voice. 


Regions 


Which is to say that Little Bill is 
now heard 13 times a week in one- 
minute spots on morning disc jockey 
and news programs over WNEW, 
WMGM and WRCA for a total of 
two-million family impressions a week. 


By now, OHI of Long Island, Better 
Heat With Oil Council of New York 
City and Westchester Oil Trade Assn. 
are about half way through their first 
13-week sponsorship of the program. 
And it looks as if they plan to continue 
for another 13 weeks. Together with 
major and independent suppliers and 
terminal operations, these three groups 
have put up $25,000 for Little Bill. 
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Variable displace 
ment rotor block 


4 Sealed end 


ball bearings 
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Dry seal indicator 


] Over-sized stress 
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balanced impeller 


Roto-Prime Pumps 


For Bulk Plants, Tank Farms, Terminals: a centrifugal pump 
designed specially for handling petroleum products, 
designed for maximum efficiency and positive self- 
priming on suction lifts. 


The cut-away picture above of the Gilbarco Roto- 
Prime illustrates the 9 features which make this 
pump the most versatile in the petroleum handling 
industry. Write today for full information on why . 


the Roto-Prime is your best buy. 
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Toronto, Canada 





you have 


these BIG * 





ee 


@ Your dealers make sales more easily because 
AC Oil Filters are original equipment on more 
new cars than any other brand. 


@ Your dealers simplify ordering and selling 
because AC prints the Oil Filter type number 
and market application plainly on each carton — 
provides space to write in your own installed price. 


@ Your dealers have complete market coverage 
because the AC line includes types for practically 
every vehicle — cars, trucks, tractors, stationary 
engines and off-the-road machinery. 


@ Your dealers please more customers because 
AC Oil Filters have filtering material specially 
fabricated for the job and utilize the folding or 
packing method most suitable for the application. 


@ Your dealers get more cooperation in sales 
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~-handlin$ 


and service from AC because AC has the largest 
specialized field force in the industry. 


@ Your dealers get the maximum selling help 
from AC Oil Filter advertising and point-of-sale 
merchandising support — the industry’s most com- 
prehensive programs. 


Watch Walt Disney 
Studios’ ZORRO every 
week on ABC-TV 


OIL FILTERS 


AC SPARK PLUG <> THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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AC is the brand factory-installed on all V-8 Chevrolet 
Cars and Trucks, Oldsmobile, Pontiac, Buick and Cadillac 
Cars, G.M.C. Trucks, and specially engineered types 
for all other makes of cars, trucks and tractors. 





vo» FASTER 
SAFER 


LOAD HANDLING: 


WATSON 


a 7 hg 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


#% SERIES 1100 (1100 Ib. capacity) 
*% SERIES 1300 (1300 Ib. capacity) 


FOR STAKE & VAN TRUCKS 
¥% TO 2% TONS 
Check these important features: 
#% Power closing, automatic locking 

standard equipment ! 
% Single lever, single cylinder control! 
* Greater capacity per pound of in- 
stalled weight ! 
* Fast operation—full load lift to 
451/,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 
*% Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it's easy!) 
WATSON WEIGHTLIFTERS also available for 


all pickups. Write today for free literature; 
please ress Dept. R.] 


ee H.S. 

|. WATSON WATSON 
Bhs COMPANY 
1316- 67th St. © EMERYVILLE 8, CALIFORNIA 
1606 Laskey Road * TOLEDO 12, OHIO 
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The Midwest 


Month of decision in lowa 
—Phillips adds jobbers 


—Speedway ups octane 


| THIS COULD BE a month of decision 


for Iowa, after more than a year of 

bitter wrangling over the collection 

and administration 

of the state’s 7¢ 

tax on diesel fuel. 

If so, itll be 

heartily welcomed 

by most of the 

state’s marketers, 

Oe many of whom 

« "es are gravely con- 

\4 cerned with pos- 

\3 sible adverse ef- 

fects on _ public 
opinion. 

The hassle got under way in the 


By Lewis Brigham 


| summer of 1957. George Marchi, 


Iowa director of motor fuel taxation, 
in cooperation with industry tax 
groups, Opened up a vigorous assault 
on suspected diesel fuel tax evaders. 

The campaign’s effectiveness was 


| aided somewhat by several changes in 


the state motor fuel tax law. 

One new feature of the law requires 
all retail distributors of diesel fuel to 
obtain a special $10 license and, in 
recent months, to be responsible for 
taxes as indicated in a sealed meter- 
reading on the pumps. 

A second new feature licenses all 
trucking firms using Iowa-purchased 
diesel fuel and requires them to report 


| to the state monthly on miles driven 
| and taxes paid. 


Praise from the Press—As it gained 
momentum, the action won the edi- 
torial praise of the Iowa press. The 
state picked up nearly 70 new special 
fuel licensees and more than $300,000 
in unpaid back taxes. Most important, 
motor fuel tax receipts increased al- 
most $4-million for the first nine 
months of 1958 over the same period 
in 1957, despite a decline in demand 
and the elimination of solvents, naph- 
thas and fuel used for road construc- 
tion work from taxable gallonage. 

These were positive gains. But they 
were accompanied by a_ bewildering 
succession of events: 

e Evasion charges and counter- 
charges; 

e Exposures followed by _ state- 
slapped liens against distributors; 

e Rumblings of _ still further 


| changes in the state motor fuel tax 


laws; 


e Suggestions of “softness” on 
evasion in previous tax office adminis- 
tration; 

e Entry of the legislature’s special 
investigating committee into the pic- 
ture; 

e A separate investigation by the 
state comptroller; 

e Hints that major suppliers might 
be involved in the evasions; 

e Threats of ouster for tax director 
Marchi. 

Small wonder oil marketers are 
looking hopefully at signs that the 
situation may start to clear up this 
month. 


Action Coming Soon — For one 
thing, it’s expected that the biggest 
evasion case uncovered by Marchi’s 
office—a $101,000 claim involving a 
Marshalltown distributor, his dealer 
and indirectly the supplying company 
—will come to trial in District Court 
shortly. 

The state will leave it to the judge 
to decide who owes the tax in this 
complicated case. The story is that 
three large trucking companies pur- 
chased diesel fuel at a Marshalltown 
truck stop and paid the 7c state tax 
to the supplying company on the basis 
of monthly invoices, but the state 
failed to receive the tax money. How 
this happened is as much of a mystery 
as why the station went without a tax 
field audit for 11 months before com- 
ing to the attention of the tax director 
last summer. 

Liens were immediately placed on 
the assets of the dealer and the jobber, 
but the case was postponed when the 
jobber’s attorney suffered a fatal heart 
attack last fall. The state’s attorney 
is reported seeking a January trial 
opening. 

For another thing, the legislative 
investigating committee, which has 
been checking diesel fuel tax evasions 
for several months, is due to report 
to the legislature when it convenes in 
Des Moines this month. 

What’s Ahead?—A number of in- 
formed Iowa marketing sources antici- 
pate that the committee’s report may 
result in demands for still further 
changes in the state’s motor fuel tax 
laws, to put more teeth in the anti- 
evasion campaign. 

Most often mentioned is the possi- 
bility that the tax code might be 
amended to require importers of fuel 
to report monthly the amounts brought 
into the state and how much wound 
up in diesel fuel tanks. 

Marketers acknowledging this possi- 
bility are alarmed over the enormous 
amount of additional administrative 
detail such reporting would require, 


NATIONAL PETROLEUM NEWS * January, 1959 








NEw! 


GASBOY 


Slorkner “100" 


BIGGER and BETTER 
at the same LOW price! 


NEw! 


Alect 
Aleet WE, “3 


HIGH SPEED for HIGH 
GALLONAGE FLEETS 


50 P.M. 


The high speed—low cost Model 
30 cuts “fuel-up” time in half 

.. Saves valuable time of men 
and expensive mobile equip- 
ment... doubles customer 
satisfaction. 





14 G.P.M. 


Now, four inches taller for 
greater stream-lined attrac- 
tiveness and convenience 

in use. 


More than ever, the GASBOY 
100 Starliner leads the field 


MODEL 30 


ALL NEW GASBOY CONSUMER-COMMERCIAL PUMPS 


NEw! 


"GH pod “A 
LOW PRICE... 

FAST ... DEPENDABLE 

A sturdy LOW PRICED all- 


purpose hand operated stroke 
pump. Easy lever action delivers 
1 qt. per stroke. Available in 
eleven outstanding models. 


Power pumping... beyond the pone aes 


Low cost — fast — efficient 
pumping and measuring of 
gasoline, diesel oil, etc., 
where electric power is not 
available or fails abnorm- 
ally...on highway con- 
structions, quarries, logging 
operations, forestry service, 
private boat docks, etc. 


b 


NOW 27 Models occ 


Electric, gasoline-engine powered and hand operated for more and more efficient 


MODEL 8@ 





WILLIAM M. WILSON’S SONS, INC. 
LANSDALE, PA. 


dispensing of petroleum products. Write or wire today for complete catalog 





Regions 


but fear some such legislative action 
may be in the cards all the same. 


>A switchover to Phillips by the 
Baron-Huot Oil Co. of Kankakee, IIl., 
adds 15 new jobber outlets to Phillips’ 
string in the area. Baron-Huot had 
been suppied 35 years by D-X Sunray. 


>An attempt to restrict service sta- 
tion building in a large Chicago 
suburb has been defeated. 

Almost all the area’s marketers ap- 
peared before the Skokie, IIl., plan- 
ning committee to protest against a 


plan that would have confined addi- 
tional station construction to the 
downtown business section. 

This proposal would practically have 
killed station building in Skokie, Chi- 
cago’s fastest growing suburb, because 
of limited downtown sites and sky- 
high realty values. The measure was 
licked 4 to 1. 


Speedway Petroleum Corp. has in- 
troduced a 100-octane gasoline 
(Speedway 79) at its 800-plus stations 
in Michigan. The product sells at 
premium-grade prices. 
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LOOK AT YOUR AIR COMPRESSOR THIS WAY! 


You may install it far out of the way, but your compressor works 
with you on dozens of jobs every day. That’s why it’s so im- 
portant to have a compressor you can rely on to give you depend- 
able low-cost air power for every need. And that’s why rugged 
Quincy Compressors with exclusive Safe-Q-Lube are preferred by 
service station operators and garagemen everywhere. Over 100 
authorized parts and service depots from coast to coast. Write 


for Catalog. 


uincy 


COMPRESSORS 


COMPRESSOR CO. 


Dept. NPN-159 


Gentlemen: Send free catalog of 
Quincy Compressors for automotive use. 


QUINCY, ILLINOIS 





NAME 





COMPANY 





ADDRESS 





w 
So 





The Southwest 


Shell expands in asphalt 
—Jobber changes supplier 


—New offshore terminal 


SHELL OIL COMPANY continues 
to bolster its asphalt supply in the 
Southeast. 

On stream this month is a $500,- 
000 asphalt processing plant at Sa- 
vannah, Ga., built by Savannah Ter- 
minal, Inc. Shell will provide the feed- 
stock and market the finished asphalt 
in eastern Georgia and South Caro- 
lina. 

Shell has similar arrangements in 
Jacksonville and Fort Lauderdale, 
Fla., and Nashville, Tenn. 


> Browning Fuel Oil Co. of Jackson- 
ville, Fla., has become exclusive dis- 
tributor in the area for Shell heating 
oils. 

Each of three brothers—Barney, 
Charlie and Maitland—has charge of 
one of three branches situated in dif- 
ferent parts of the city. 

Browning, 16 years in the fuel-oil 
business, offers complete repair and 
maintenance service for all types of 
oil heating devices. Five factory- 
trained men are on call. 


> The Western Hemisphere’s first 
bunkering terminal for off-shore fuel- 
ing of ships is set for partial opera- 
tion this month off the Florida coast. 

The terminal will be in Freeport, 
Grand Bahama Island, 81 miles east 
of Palm Beach, Fla. 

Bunker fuel will be pumped 
through an 18-in. submarine line at 
5,000 bbl. an hour, with additional 
lines delivering diesel fuel and 
potable water. The terminal will have 
a lab that can blend fuel to specific 
needs of any ship. 

Terminal operator, the Grand 
Bahama Port Authority, has signed a 
10-year supply contract with Gulf 
Oil Co. for bunkering fuels and 
marine lubes. 


The West 


Tidewater Oil Co.’s home office 
and western division general office 
now occupy the new $10-million 
Tidewater Building at 4201 Wilshire 
Blvd., Los Angeles 5. 

In San Francisco, the district mar- 
keting offices, together with local 
offices of the western division pur- 
chasing, marine and traffic depart- 
ments, occupy the Tidewater Building 
at 55 New Montgomery St. 
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This exceptionally sturdy manhole is made to resist the 

weight of even the heaviest trucks entering a service 

station. Cast iron lid and one piece cast iron body. Lock- 

ing or non-locking lids with skid-proof diamond pattern. 

Minimum thickness, 38”, heavily reinforced by six deep 

ribs under the lid. Priced with manholes of considerably 

less substantial construction. 

@ 9” and 11” sizes (gasket and locking lid optional). 
9” model is 7%” deep. 11” model is 8” deep. 

®@ Locking type opens easily with a screwdriver. No 
wrench needed. Nylon washer on locking bolt for 
continuous trouble-free operation. Large completely 
recessed lid handle makes lid easily removable 


= ; 


BUCKEYE !RON & BRASS WORKS « Box 883, Dayton 1, Ohio 
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Buckeye. 


Valves and Fittings 
for the Oil Industry 


® Extra wide body flanges (11%” diameter on the 9” 
series, 134” on the 11”) and oversize inside diam- 
eters (9%6” on the 9”, 11%6” on the 11”) provide 
superior load bearing qualities. 

e Watertight gasket models have rubber lid gaskets 
cemented in place. Ample bearing surface, too. 

® Replaceable brass product identification tag, 2” x 
1'4” available for all models. 





Pisiisi til is aetlihoa’ ‘tteinthas: aug acs 
Buckeye 717-0 Manhole. Buckeye Iron & Brass 
Works, Box 883, Department N, Dayton 1, Ohio 
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Sized right, made right — 


Ohelesl list balela 
strainer & air eliminator 


Quantity 
Contro! 


VBI Ve 


2) 


Micro Adjustment 


T-70 Rotocycle Meter 
(70 gpm capacity) 


COMPACT— COMPLETE— CONVENIENT 


\ 
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to fit right into your trucks 


NEW ROCKWELL ‘‘T-70”’ 


ROJOCVCLE TANK TRUCK METER 


(Rate df flow 14-70 gpm) 


INSTALLS MOST ANY WAY — ANYWHERE 


No tank truck meter is easier to install than 
the new Rockwell ‘“T-70.” There are three 
optional inlets, two optional outlets. And you 
can make either a right-hand or left-hand 
setting without using any extra parts. Thus 
these new compact meters will ease right into 
your truck compartments and fit right, both 
as new installations or as replacements. 

Accessibility is another big feature in this 
design. The strainer and air eliminator are 
enclosed in a single housing. Both are ac- 
cessible for routine cleaning by removing 
only four cap screws. 

Trouble-free, shockproof, automatic shut- 
off is insured by a new smooth-closing system. 
Just pre-set the register, touch a lever and 
the meter will automatically shut down in 
easy stages when the desired quantity has 
been reached. 

The meter itself is an accurate, reliable 
Rotocycle with performance now further en- 
hanced by a new crank-type rotor control. 
It’s easy to calibrate—only a screwdriver 
is required. 

The Rotocycle ‘“T-70” truck meter unit 
has been field tested for over three years. 
It’s ready now to go to work profitably for 
you. Write for bulletin OG-410, Rockwell 
Manufacturing Company, Pittsburgh 8, Pa. 
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NEW ROTOR DESIGN IS SIMPLE, STURDY. HAS 
FEWER PARTS AND IS PERMANENTLY TIMED 


The rotor in this new Rotocycle meter is controlled 
by a simple coordinated linkage. This new design 
does not alter the proved Rotocycle “floward” op- 
erating principle. It does enhance performance by 
providing the advantages of fewer parts, permanent 
timing and quiet operation. 


ROTOCYCLE METERS 


ROGKWELL® 








It pays to have your dealers display 


COOL-RAY' POLAROID’ sunglasses! 








DEALER’S PROFIT $159.26 

Deal #23890 Single Column Floor Stand 
Rotary 

144 assorted pairs, retail value $398.16 


eO a 
© STOP -GLARE 
GUARANTEE 


One Cool-Ray Polaroid display— 
only two feet square — gives your 
dealers $159.26 profit per stock 
turn. A full 40%! Multiple display 
locations can boost profit three, 
four and more times. 

Onty Coo.-Ray, THE “BEST-KNOWN 
BRAND, BACKS YOUR DEALERS WITH 479 
BIG SELLING ADS! Dynamic, full-color ads 
in: PARADE, THis WeEEk, the CHicaco 
TRIBUNE, NEw York SuNpDAy News, 
PHILADELPHIA INQUIRER — and more. 
Week-after-week, 29,474,787 families will 
see these hard- selling ; ads. More than 100 
Sunday newspaper supplements will be 


used. It’s the biggest ad support program 
ever! 


Cool-Ray dealers make more! Sales rec- 
ords show that Cool-Ray Polaroid Sun- 
glasses average $1.11 profit per sale—more 
than ordinary sunglasses by far. In addi- 
tion to the profitable deals listed below, 
Cool-Ray has many more with 40% dealer 
profit—from $10.68 to $159.26 with every 
stock turn. 


FOR COMPLETE INFORMATION! 
See your Cool-Ray representative to- 
day. Or write: Joe Dunn, Marketing 
Director, Cool-Ray, Inc., 80 Heard 
Street, Boston 50, Mass. 








DEALER’S PROFIT 
$16.28 

Deal #2440 Sports- 
man Side Card 


12 assorted pairs, re- 
tail value $40.68 











coet-Ray 


ae 


cue Suaee 


Nerd 
: Bo 
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DEALER’S PROFIT 
$16.82 

Deal #2520 High 
Style Side Card 

18 assorted pairs, 
retail value $42.02 








Exclusive 
STOP.GLARE 7. 
GUARANTEE wwets So 

i 








DEALER’S PROFIT $66.95 
Deal #10045 Single Counter Rotary 
60 assorted pairs, retail value $167.40 








+tT.M. Reg. by Cool-Ray, Inc. 
® by Polaroid Corp. 


Only COOL-RAY Sunglasses Have POLAROID Polarizing Lenses 
Cool-Ray, Inc., 80 Heard Street, Boston 50, Mass. 
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That’s the Bennett 


...‘fuel-proof” against any of today’s 
motor fuels with their additives and 
high aromatic content. As a matter of 
fact...the Bennett meter will handle 
any motor fuel that can be marketed 
for use in modern motor vehicles! 
Due to its unique all-metal construc- 
tion, there isn’t a motor fuel sold that 
will harm Bennett’s famous meter. 


NO CUP LEATHERS ~- 


ALL-METAL METER 


THIS IS IMPORTANT TO YOU... 
because it means the lowest possible 
maintenance costs and greatest possible 
profits. With today’s rapid advances in 
motor fuel improvement, you cannot 
afford to own a gasoline pump that is 
not “fuel-proof.” This is one more 
reason why Bennett is the industry’s 
Standard for Comparison. 


AL PISTONS 


















Mod 


AWTH Islander 








Model 98 
Tireflator 


Model 248 | | 
| | AWC Islander 11] 
with Cash Box | 












Model 789 
Fleetmaster Pumg 
with Ticket Printer 


Aodel 506 


yume 
Pump 
















Model 32 
Hose Reel 







Mode! OB ( 
Big G 
Transfer Pum 






Ny pobviil for “a Cnyppa WSON 


Each of these Bennett products is built to be the finest of its type, to deliver the superior 
performance, maintenance economy and year-in, year-out dependability that have 
made Bennett famous as the Standard for Comparison. That’s why oil marketers everywhere 
rely on Bennett dispensing equipment for quality construction and peerless operation. 


JOHN Wood COMPANY .; Bennett Pump Division - Muskegon, Michigan 


District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver ¢ Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York « Philadelphia * Pittsburgh * Rochester * Sait Lake * Seattle * St. Paul * San Francisco 


IN CANADA: JOHN Woop ComPANY LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 











LEGIBLE AND BRIGHT... 


If you were at Brussels World’s Fair . . . you remember! Coca-Cola chose 
Plasti-Line signs to carry this world-famous trademark into the minds of the 
millions who visited the exposition. At the World’s Fair or on Main 
Street, Plasti-Line illuminated plastic signs are exacting duplicates 


of famous trademarks . . . designed to be seen to help you sell. 


plasti line, .. 


Knoxville Tennessee 
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DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER -COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT ® THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 
Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Ales Aveiinble in Dry ae Fores: ie 


eS CALL US COLLECT 
repared , 
ph naga la me. FOR FAST 


specifications. tia : ACTION 
° ey i a : 

Samples and y a PHONE 

description : A MUlberry 


MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 


upon request. FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
*Patent Pending 


PATENT CHEMICALS INC. 


Vanu facturing Division: 335 McLean Blyd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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REFACSHMenTS 


el 


6 FT. UNIT 


REFRESHMENT /2li0 


designed to house vending machines 


REFRESHMENT Dato 


Make Your Vending Machine Operation More Profitable 


¥ REFRESHManT Palas 











o ° 
ey 0 


W 
12 FT. UNIT 






































yu 
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The Refreshment Patio is designed to place your vending 
machines in an attractive setting and protect them from 
the weather. It eliminates clutter, builds good will and 
provides better self-service. 
It will maintain its handsome appearance and give 
4 years of satisfactory service because it is made of 
steel with a baked on enamel finish. 





The Refreshment Patio is available in 6 foot 
sections in a choice of colors. Buy 6 - 12 - 18 - 24 
feet or any length you need. Easily erected. 


















































W 
24 FT. UNIT 


BOX 





Write for full information, today 


MODERN METAL PRODUCTS COMPANY 


1798 «GREENSBORO, NORTH CAROLINA 
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“We get over 


300,000 miles 


from our 
Ford Heavies’ 


Says Grady Doss 


Doss Transport, Inc., 
Eupora, Miss. 























“And we spend less on repairs. 
In 235,000 miles our parts and 
labor cost on an F-800 tractor 
was less than $500. 


“We’re 100% Ford on our over-the-road trans- 
ports for many reasons. Ford Heavies are 
priced right, and we think we buy more truck 
per dollar with Ford than with any other make. 


“Not only do our Fords run at least 300,000 
miles before we trade them off, but they usually 
chalk up 139,000 to 144,000 miles before any 
engine work is needed. When repairs are neces- 
sary Ford parts cost us less, and the trucks are 
easier to work on. 

“Our new ’59 Ford F-850 hauls a 5000-gallon 
gasoline or fuel oil transport. It, like all our 
Fords, is very popular with our men. They sure 
praise Ford’s handling ease and riding comfort.” 





(re FORD WARD for savings with ‘59 Ford Trucks! 


Greater operating economy with new, 
faster rear axle ratios and wider choice of 
transmissions. 


More efficient parking brake of the inter- 
nal expanding type has approximately 
50% greater stopping and holding ability, 
requires less than half the operating effort 


needed for the previously used type. 
NEW FORD F-700 with tank body provides big payloads 
and outstanding economy. Maximum GVW 22,000 Ib. Increased payloads and longer axle life 


with new, higher-capacity front and rear 
Whatever your job . . . wherever you do it—you’ll axle options. 
find Ford Heavies and Extra Heavies are engineered 
and built to do it better! Whether your job calls 
for an F-850 model, like the Doss Transport, Inc., 
tractor, or an F-700 straight truck shown above... 
you'll be ahead with a Ford! And the ’59 improve- Yes, the new ’59 Ford trucks are here to take you 
ments in these models will bring still more benefits Ford-ward for savings, Ford-ward for modern style 
to your operation. and stamina. See your Ford Dealer today! 


Factory installed tractor package custom- 
fitted to Ford trucks for more dependable 
and safer braking. 


FORD TRUCKS COST LESS 


LESS TO OWN...LESS TO RUN...LAST LONGER, TOO! 


ee 
eintivordetheaas te ‘ 
Be = 


ee 


TRANSPORT, INC, 


34// INFLAMMABLEe EUPORA. MISS. 





Every Ford has 


SISAFETY GLASS 


in every window 











WEAVER TWIN POST-- the “number-one” lift for service use 


- 1959 
> AGAIN PROVES capes oa 
> WEAVER’S a” aon se 
ABILITY to a rae 
a 
that do not 
/ become obsolete! 


MU | Bos 


Shown above is 1959 Pontiac on EC-102 Weaver Twin Post Lift... 
MORE AND MORE MAJOR OIL COMPANIES ARE MAKING 
THE WEAVER TWIN POST THEIR “NUMBER-ONE” LIFT. 


No new model car has ever obsoleted the 


WEAVER TWIN POST LIFT 


For past, present and future use in your place of business, the 


—_ 
i 
J design lifts 


Weaver Twin Post Lift beats ’em all. No new model car has 
ever obsoleted the Weaver Twin Post Lift — It handles all 1959 
models — or older models — long, medium or short wheelbase. 
Model EC-102, is raé/-less, and provides unobstructed chassis 
accessibility . . . Current model Weaver Twin Post Lifts, with 
standard adapters easily handle jobs that can mot be, raised 


Photo above shows how front end of Pontiac is supported 
on Twin Post with Weaver Adapters extended. Range of 
adapter adjustment is from 19/2" to 50//2"’. 


safely on other lifts. 


Because of its utility and anti-obsolescent qualities, the Weaver 
Twin Post should be the NUMBER ONE lift for you. 


IF YOU NOW HAVE Weaver Twin Post Lifts — you'll be 
glad to know that your lifts have not been made obsolete be- 
cause of changes introduced in some new cars and trucks... 
For early model lifts, mew saddles and adjustable adapters — 
or conversion kits — by Weaver will enable you to bring your 
equipment up-to-date. 

Photo above shows frame construction on the same car. 


Adjustable Rear Saddle Adapters cradle differential housing 
for a safe sure contact, 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts ... Triple Post Lifts . . . Single Post Roll-on, Free-Wheel 
and Frame Type Lifts . . . Unit Lifts . . . Bumper Lift . . . Car Washers . . . Wheel Alignment 
Equipment . . . Headlight Testers . . . Brake Testers . . . Wheel Balancing Equipment . . . Jacks 
. . . Wheel Dollies . . . and Air Compressors. 
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YOUR 
STAR 
SALESMAN 


The man whose voice has been 

heard by more people than 

any voice in history—a celebrated 
adventurer and newscaster, Lowell 
Thomas is sponsored for you on 

radio and TV by Delco Batteries. 

His radio newscast, which goes 

on the air 52 weeks a year over 

the whole CBS network, attracts 
2,000,000 listeners every evening.* 

His popular CBS television series, 

“High Adventure with Lowell Thomas,” 
draws more than 30,000,000 

viewers.* What does this mean to 

you? Just this—more people know 

Delco because of Lowell Thomas. And 
since Delco has the strongest advertising 
in the battery business, it makes sense 

to have Delco Dry Charge batteries 
available for your customers when they 
ask for Delco by name. Easy to stock 
because it’s always factory-fresh, backed 
by a General Motors warranty, Delco is by 
far the No. 1 battery preference in America. 
And best of all, it’s easier to sell because 
you have a “star” salesman working 

for you—Lowell Thomas. 


Delco batteries are also advertised in leading national 
magazines like Life, Look, Post and Reader's Digest. 


*A. C. Nielsen Co. 


GENERAL MOTORS LEADS THE WAY... 


quality built by Delco-Remy = = 
: PARTS 
distributed nationally through GM L)-M- SALES 
oe UMITEO MOTORS system 
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Functionally correct Bowser Dispensers have giant, 


wide-angle, eye-level dials for maximum readability. 


Bowser’s clean, uncluttered lines compliment 


station appeal for product salability. 


Mechanically, Bowser Dispensers are unexcelled 


for performance and dependability. 


MARKETING DIVISION, FORT WAYNE, INDIANA 


SALES AND SERVICE OFFICES 








Albany 
Atlanta 
Boston 
Buffalo 
Chicago 
Cleveland 
Dallas 
Detroit 

Fort Wayne 
Houston 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New Orleans 
New York 
Philadelphia 
Pittsburgh 
St. Louis 
San Francisco 
Seattle 
Tulsa 
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now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model 
Side frames are of heat-treated aluminum with steel 





cross braces. Levers are of malleable iron, shorter 








and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 





in. for older types of emergency valves or 2 in. for 
newer larger valves. 


Other outstanding features of this new 








operator include the following: 





@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


Provision for manual tripping from two or more remote points 


The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 





In any size frame from 1 to 10 compartments (5-compartment 
operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 

















Operator can be mounted in any convenient position. 


Send for detailed information and prices US. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMEN1 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF 
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You've seen and heard Ed Sullivan 
sell this Kodak-made Starflash 
camera on the “Ed Sullivan Show” 
on the CBS-TV Network 
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Purolato 
Bonanza 


THIS *8.95 KODAK 
STARFLASH CAMERA 


Here’s the most terrific deal to ever hit the 
filter industry: 


Dealer buys Purolator Bonanza refill assortment 
of fast-moving filters he stocks—at regular prices 


Dealer adds on special low price for Bonanza 
Bonus unit (1 PER 5 and Starflash 


CW kb mea oO we ee ee The famous Starflash Cam 
Dealer Sells the FREE PER 5 for. . 3.95 pictures just the way you like them, 


in black-and-white—in color—and col 
or 


ee a oe slides. This Kodak beauty featy 
res 
@ Built-in flasholder : 
be @ Safety wind; 
a, feature procat 
®@ Optical viewfinder e pred panel I 4 
‘ap 


Spiel eee: aR ee “es 
What a team to clean up with! 


PUROLATOR 
OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Along the Indiana Turnpike, installations of 
The “OvERHEAD Door” increase the beauty 
of service stations . . . and help them give fast 
service. In case these doors are damaged, parts 
and service are immediately available. 


—_ 





TRADE MARK 


In keeping with the service, efficiency and modern good looks 
of today’s turnpikes, The ““OvERHEAD Door” is the overwhelm- 
ing favorite for service stations along the superhighways. In fact, 
The “OveRHEAD Door” is being installed in more than 60% of 
all the fine new service stations across the nation. Throughout 
the years, engineers for the great petroleum companies have 
learned the advantages of specifying The ‘“‘OvERHEAD Door” 
. . America’s famous upward-acting sectional door . . . and 
they know that expert installation and service are always 
available—as close as the nearest telephone. 
Wherever you plan to place new service stations, make certain 
that the stations are equipped with the world’s finest—and 
most attractive—upward-acting sectional doors. Specify The 
‘““OVERHEAD Door’”’. . . for the smoother operation, better service 
and lower maintenance costs available only with this famous 
service station door. 


OVERHEAD DOOR CORPORATION 


General Offices: Hartford City, Indiana 


Manufacturing Distributors : Cortland, New York; Hillside, New Jersey; Lewis- 
town, Pennsylvania; Marion, Ohio; Nashua, New Hampshire + Manufacturing 
Divisions: Dallas, Texas; Portland, Oregon+ In Canada: Oakville, Ontario 


© 


LUBRICATION 


4 4 
Scie 


In its attractive setting on the Ohio Turnpike, This service station on the Massachusetts Turn- In service stations on the New York Thruway, 
The “OVERHEAD Door” adds beauty and pike uses The ““OvERHEAD Door” Panoramic The ““OveRHEAD Door”? installations pro- 
efficiency to this station. No other upward- Aluminum Doors for greater beauty, utility and vide fast, dependable operation that means better 
acting door offers service station operators all utmost visibility. Virtually maintenance-free, service... present an attractive appearance that 
the advantages of The ““OQvERHEAD Door.” they never need painting! helps win customers. 


meh'4-3 1,17 \omeelele]) Bae THAN ALL OTHER BRANDS COMBINED! 





The 5th annual National Petroleum 
News FACTBOOK issue to be published in 
mid-May closes for advertising April 15th 


Be sure it's on your advertising schedule now. 


The subscribers to the monthly National Petroleum News and its annual FACTBOOK 
issue are the oil marketing management men in the major oil companies and the inde- 
pendent oil jobbers. These are the men responsible for the purchase and maintenance 
of practically all facilities and equipment required for the storage, transportation and 
merchandising of petroleum products. They are also the men who buy the tires, bat- 
teries, accessories and other products sold through service stations. These buying 
managers of America’s gigantic oil marketing industry keep and use the NPN FACT- 
BOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers thain to your 


products every time they use it the year-round. 


| | Put it on your advertising schedule now. 
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* Now is the time for 


oil marketing equipment and 


TBA advertisers who missed 


the 1958 NPN FACTBOOK 


issue to take steps 


(make notes, write memos, telephone, advise agency, do something) 


to see that it 


doesnt happen again 





Tri-Sure* 134" V-Type 
Screw Nozzle Assembly 


Pails are delivered to the filler 
with the standard Clinch-On 
opening (protected by dust cap). 
After the pails are filled the filler 
just clinches the complete assem- 
bly onto the neck of the pail open- 
ing. This assembly is available 
with screw caps or Upressit} caps. 


Tri-Sure 134" Self-Venting 


Pull-Up Spout Assembly 


Clinches onto the same standard 
opening as all Clinch-On Assem- 
blies. Self-venting pull-up spout 
gives controlled flow without 
gurgle, sputter or stoppage. This 
assembly is also available with 
screw caps or Upressit caps. 


Tri-Sure 
Clinch-On Tool 


With this Clinch-On Tool it’s 
easy to clinch these complete as- 
semblies onto the neck of the 
pail opening, and make a tight, 
permanent installation. The tool 
can be used just as easily to in- 
stall any one of the 23 other Tri- 
Sure Clinch-On Assemblies. 


Instead of paying a premium price to obtain the advantages of this new clinch-on 
feature, the pail filler can obtain these Tri-Sure 1 3/4” Assemblies at competitive prices. 


Send for details now, including information on the full line of Tri-Sure Clinch-on 
Fittings—25 different assemblies, all applicable to one standard pail opening. 


*The ‘‘Tri-Sure’’ Trademark is a mark of reliability backed by over 35 years serving industry. 


+Trademark 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


NATIONAL PETROLEUM NEWS * January, 1959 





Ahead of the News 


IN WASHINGTON 





More Federal ‘Gas’ Tax?—President Eisenhower may 
ask Congress this month to hike the federal gasoline 
tax 1¢ to 1.5¢ gal. (tax is now 3¢). Object: to keep 
federal highway program out of the red. But some 
strong opposition has emerged: 

e Clyde T. Foster, Ohio Standard chairman, has 
written the President urging “proper use” of present 
levies. Foster says more than one-third of monies now 
collected are diverted to other than highway uses. 

e Sens. Gore and Case, key members of Senate roads 
subcommittee, have gone on record opposing any in- 
crease at this time. 

e API is battling tax increase on grounds present 
levies are out of line with those imposed on comparable 
products. 


No Controls on Resid—vU. S. government will stand 
firm on its refusal to put controls on residual imports. 
Reason: officials say higher demands are balanced by a 
decrease in the amount of residual fuel oil manufactured 
in the U. S. 


Antitrust Decision—Federal Trade Commission is 
now faced with a decision on dealer allowances that 
may have wide effects in interpretations of antitrust laws. 
Sun Oil Co. has appealed a FTC examiner’s decision 
that the company violated antitrust statutes by granting 
a price allowance to a dealer in Jacksonville, Fla. If 
FTC rules against Sun, the U. S. Supreme Court would 
probably get the case. 


Oil Girds for Depletion Battle—The industry will be 
ready to defend the 272% depletion provision if an 
expected Congressional attack develops this year. But 
don’t look for a fund: industry leaders have rejected 
such an idea for fear “slush fund” charges would again 
be hurled. Instead, an oil industry committee has been 
formed. 


AROUND THE COUNTRY 





Age of the Big Tab—The oil industry must spend 
twice as much between now and 1967 as it did in the 
last decade if it wants to meet anticipated demand. 
That’s the warning of oil experts in New York’s giant 
Chase Manhattan bank. 


Progress in West Coast Case—Reports from San 
Diego indicate that government and oil attorneys are 
moving nearer to disposition of the antitrust case 
against seven West Coast majors. Next step: further 
pre-trial hearings before Dis:rict Judge James Carter, 
who has suggested that attorneys try for a consent 
decree. Probable time: early in February. 
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Commercial Account Hearings Loom 
Whether Jobbers Want Them or Not 


It’s now an odds-on bet that the new Congress will 
examine commercial account pricing practices by 
majors. Although a National Oil Marketers Assn. 
request for a Federal Trade Commission investiga- 
tion has been refused (see page 75), Sen. Kefauver 
(D., Tenn.) is challenging FTC’s contention that it 
lacks authority for such a probe. He says his Anti- . 
trust Subcommittee will take up the matter if FTC 
doesn’t act. At the same time, Sen. Sparkman (D., 
Ala.) is responding sympathetically to NOMA com- 
plaints. His Small Business Committee may arrange 
a public airing of the commercial account problem 
early in the Congressional session. 

This means a change in signals for National Oil 
Jobbers Council, which voted in November to begin 
assembling facts and witnesses for a possible com- 
plaint to Congress (NPN—Dec. °58, p78). Final 
decision on whether or not to complain was to be 
made early this month, after evaluation of responses 
to an NOJC questionnaire. Now it appears that the 
only decision left for NOJC is which side to take 
when Congress begins hearings. 











Fuel Oil Strong—Fuel oil marketers expect this winter 
to be their best season in several years. Nationwide, 
business is running up to 15% ahead of last year. 
Biggest rise is on the East Coast and in the Southeast, 
where major suppliers have already advanced distillate 
prices 0.3¢ to 0.5¢ per gal. 

e 


Universal Credit Moving—Diners’ Club may be the 
first universal credit system to crack a major oil com- 
pany (NPN—Dec. °58, p90). Diners’ has an opening 
wedge into a West Coast major. Currently, auto trip 
insurance sold at the company’s stations can be charged 
on a Diners’ card. Insiders report this has led to general 
credit-system discussions between Diners’ and the com- 
pany. Diners’ Club officials say they’re talking with 
several other oil companies. A representative says a 
contract may be signed within the next few months. 
2 


Jobber Survey Collapse—A survey for jobbers 
seems doomed to failure for lack of jobber response. 
The object was to gather basic information about jobber 
operations for publication in booklet form. The booklets. 
were to be used to acquaint bankers and other money- 
lenders with the jobber function, to facilitate loans for 
jobbers. Out of 12,000 questionnaires, less than 400 
were returned—not enough for a good sampling. NOJC 
officials are disappointed because they persuaded APT 
to undertake the project at a cost of $20,000. 


More Ahead of the News 
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Ahead of the News 





Universal Cards at Stations—Cities Service dealers 
are being instructed to accept Diners’ Club and Amer- 
ican Express credit cards for charge purchases at sta- 
tions. Dealers will transmit invoices to company credit 
offices as usual. Cities will bill independent credit card 
holders direct, avoiding 6% commission charge. 


Planning on Divorcement?—Tennessee Gas Trans- 
mission seems to be getting ready for possible court 
rulings requiring divorcement. That’s what some South- 
west oil marketers see in TGT’s creation of separate 
operating divisions for its pipeline, marketing and pro- 
duction activities. Under the new setup, Bay Petroleum 
conducts all manufacturing and marketing business of 
TGT and its subsidiaries. 


Accounting System to Bow—A new service station 
accounting system makes its debut next month. Owned 
by Controlomat, a direct-mail firm, it offers cost ac- 
counting, stock control and billing service to dealers 
and jobbers. Controlomat’s other arm, a lubrication 
follow-up service, is also forging ahead. Texaco’s Min- 
neapolis division kicks off a Controlomat promotion 
Jan. 15. Other majors using Controlomat follow-up in- 
clude Tidewater, Shell and Esso. 


Amoco Spreads Out—American Oil Co. is expected 
soon to start spreading out along the Gulf Coast. It 
would expand east and west from the Houston-Gal- 
veston-Texas City area, where it has 60 stations. The 
Amoco brand first appeared there three years ago. 


Moly Grease Advances——The Missouri Farmers’ 
Assn., a co-op with more than 200 service stations, is 
adding Moly Sulfide chassis greases at all its retail out- 
lets. MFA becomes the second marketer to add Moly at 
the retail level. Standard of Kentucky was first (NPN— 
Oct. °58, p127). Fourteen majors market Moly to com- 
mercial accounts. Several are test-marketing Moly at 
stations, and three are reportedly close to taking it on 
as regular retail] grease line. 


Credit Card Corruption—Credit card misuse is on 
the rise again in the Southwest, especially in the fleet 
truck field, some marketers report. Some truckers re- 
portedly even have lists of stations that will cooperate 
in charging higher amounts than actual sales on credit 
card invoices, giving the truck driver the difference in 
cash. Most companies deal drastically with dealers 
caught. On the other hand, dealers who won’t cooperate 
ate often “blackballed” by the shady truckers. 


‘Expansion Program—Bay Petroleum Co. will 
build 125-200 stations in the Southeast this year, 
and aims to purchase a number of jobberships. It 
-will back its moves with a $10-15-million refinery 
modernization/expansion program. 
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Who’s Taking Over—New chairmen of key API 
marketing committees are: Willard Wright, Sun’s mar- 
keting vice president, chairman of the service station 
advisory committee; H. L. (Leonard) Allen, Houston 
commission agent, chairman of the commission whole- 
sale marketers advisory committee; H. P. Ferguson, 
Sohio, lubrication committee; Will Mount, Socony, avia- 
tion technical service committee and C. W. (Charlie) 
Bohmer, Esso industrial sales manager, personnel de- 
velopment committee. 


Fuel Oil Research—Look for the selection of an oil 
company man to head up the project designed to or- 
ganize a full-scale fuel oil research program. Mean- 
while, C. J. Livingston of Gulf has been named chair- 
man of the technical advisory committee charged to get 
the research project under way. The first step will be 
the designation of a man who can lay out a long-range 
program. If it’s a company man, presumably he will 
take a leave of absence until the program is established. 
API put up $75,000 to launch the program; then it will 
be up to all interested segments to keep it going. (NPN 
—Dec. °58, p 75.) 


O & E Growth—Reflecting the importance of the 
over-all objectives of the API operations and engineer- 
ing committee, Peter Engels has been engaged as a staff 
consultant. Engels, who retired Jan. 1 as Shell’s opera- 
tions manager and who served on the O & E committee 
from its inception, can contribute long experience and 
technical knowledge to the group. 


Stimulating Gasoline Demand — A special study 
group will spearhead a project aimed at finding ways to 
expand gasoline consumption. This group of about six 
key marketers, headed by Harry Moir of Pure, will col- 
laborate with the API marketing research committee. 
This phase, which is strictly exploratory, will try to come 
up with some recommendations to present to the API 
marketing division’s general committee. As an exam- 
ple of a means of increasing consumption: getting be- 
hind the groups who favor a revision of the holiday 
calendar, extending weekends by placing holidays next 
to them instead of in midweek. 


Name Change Due—Texaco moves a step closer to 
world-wide uniform identity next month. On Feb. 1 
McColl-Frontenac Oil Co., Ltd., will become Texaco 
Canada, Ltd., following the recent lead of Texaco’s 
Trinidad affiliate. The Texas Co. has a 65% stock in- 
terest in the Canadian firm, which markets in nine prov- 
inces under the red star and green “T”’. 


Giveaways Gain—Look for continued growth in con- 
test-premium-type station promotions this spring and 
summer. Reason: good results and good dealer ac- 
ceptance. Another reason: contests and premiums pro- 
vide yardsticks for gauging business increases. 
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Petroleum Indicators 











NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
Dec. Nov. Dec. 
1958 1958 1957 
Gasoline 
(regular) 11.51 11.58 12.20 
Kerosine 11.29 11.11 11.17 
Distillate 9.74 955 9,72 
Residual 4.70 4.57 5.68 
4 





principal 
products 919 915 9.82 
Lube oil 21.53 21.53 24.17 


pn Crude at well 


RESIDUAL : ($ per bbl.) 3.01 3,01 3.01 


* Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 


* 


» ae 
ee 
































MONTHLY PETROLEUM STATISTICS 


Dec. 1958* Nov. 1958 Dec. 1957 

Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 178,599 173,802 196,776 
Kerosine (thous. bbi.) cae, 27,936 31,668 29,200 
Distillate fuel oil (thous. bbl.) A 138,182 159,835 149,449 
Residual fuel oil (thous. bbl.) . . ies 60,668 65,896 59,959 
Crude oil—B. of M. (thous. bbl.) i, 258,719 257,917 281,813 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,769 7,816 
Foreign crude included (thous. bbl. — 989 937 
% of refinery capacity operated ; 81.5 85.9 


Refinery Output 
Gasoline (thous. bbl. daily) ....... , 3,993 3,956 
Kerosine (thous. bbl. daily) oS 334 356 
Distillate fuel oil (thous. bbl. daily) 1,825 1,886 
Residual fuel oil (thous. bbl. daily) J 947 1,142 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) P 6,289 6,929 
Crude oil imports (thous. bbl. daily) 984 1,020 


*Through December 19, except crude stocks, Dec. 13. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 


Exports of crude and refined products (thous. bbl.) . 8,826 (Sept.) 
Average station gasoline price, ex tax (¢ per gal.) . 20.36 (Dec.) 
Service station sales—all commodities (S-million) ee eae 1,360 (Nov.} 
-++ Gasoline consumption (million gal.) . Rag cst 5,363 (July) 
Passenger cars—domestic shipments (thous.) 263 (Oct.) 
Trucks and buses—domestic shipments (thous.) 56 (Oct.) 
Automotive replacement tire shipments (thous.) 6,476 (Oct.) 
Replacement battery shipments (thous.) 2,970 (Oct.) 
Oil burner shipments (thous.) 


+Excludes Oklahoma. 
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Supply and Demand 


LPG Sales Continue to Rise 


Up 9.4% in '58, and look for a 
good year in ‘59, says Phillips 


GALES OF LIQUEFIED PETROLEUM GAS 
in 1958 increased 9.4% over 1957 to an esti- 
mated 7,591,400,000 gal. This is reported in a 
year-end review of the LP-gas in by Geo. R. 
Benz, W. F. DeVoe and Paul W. Tucker of Phil- 
lips Petroleum Co. 

Here are some highlights of that report: 


Sales rose for all principal uses of LPG except 


in the manufacture of synthetic rubber. Domestic 
use of LP-gas continued to account for nearly half 
of all sales (see table below). 


e Domestic and Commercial—Sales increased to 


3,534,300,000 gal., 15.2% over 1957. An unusual, 
prolonged cold spell in February and March in the 
South and Southeast resulted in a very heavy de- 
mand for LP-gas for house heating. 

The most important factor in domestic growth 
continued to be house heating. 

The use of LP-gas in agriculture continued to 
expand, increasing the summer LP-gas load. Some 
of the agricultural uses are for irrigation pump 
engines, crop and grain drying by both custom 
dryers and individual farmers, farm tractors, and 
weed burning. 

e Motor Fuel—Sales were up 2% to a total of 
821,200,000 gal. Heavy rainfall and reduced oil 
well drilling resulted in a reduction in LP-gas used 
for irrigation pump engines and drilling. But these 
losses were more than offset by growth in other 
motor fuel uses such as in industrial tractors and 
lift trucks, cargo truck refrigeration units, farm 
tractors, and small fleet trucks. 

Materials handling equipment continues as the 
fastest growing individual market for LP-gas motor 
fuel. 

The use of LP-gas in farm tractors represents 
the largest volume motor fuel use. These sales 
rose an estimated 5% over 1957. 

Early in 1958 more than 4,000 service stations 


Principal Uses of LP-Gas 
(shown in % of total sales) 


Principal 

Uses 1950 1951 1952 1953 1954 1955 1956 1957 1958 
Domestic $8.1 51.2 50.6 50.3 51.2 45.8 45.2 442 46.5 
Motor Fuel 3.7 69 8.3 10.1 10.7 10.6 11.7 11.6 108 


Industrial 
and Misc. 65 64 76 76 78 91 99 99 99 


Gas Mfg. 72. 66 $8 45 38 35 32 33 34 


Chemical 
Mfg. 17.9 20.0 194 19.6 20.5 244 23.7 250 24.6 


Rubber 
Components 66 89 83 79 60 66 63 60 48 
TOTAL 100% 





In Billions of Gallons 






































and bulk plants selling LPG for motor fuel were 
listed. But more stations in good locations are 
needed to continue the expansion of the LP-gas 
motor fuel market, particularly in the East, South- 
east and Northwest. 

e Industrial and Miscellaneous—Sales increased 
9.2% to a total of 748,400,000 gal. 

e Gas Manufacturing—Sales increased 10.1% 
to a total of 254,500,000 gal. 

e Chemical es gained an 
estimated 7.9% to a total of 1,869,200,000 gal. 
Feedstock for polyethylene manufacture continues 
to be the most rapidly growing chemical market 
for LP-gas. 

e Rubber Com ales decreased 13% 
to a total of 363,800,000 gal. This can be attributed 
to decrease in tire demand because of reduction in 
new car production as well as in inventories of 
both synthetic rubber and butadiene. 

Over-all production of LP-gas at natural gasoline 
plants and refineries increased about 2% during 
1958. Twenty-six new plants came on stream. 

Underground storage capacity for LPG continued 
to grow, increasing almost 20% over 1957 to a total 
of 1.6-billion gal. 

In transportation, highlight of the year was the 
conversion of the Little Big Inch pipeline from 
natural gas to refined petroleum (includ- 
we: LPG) service with a capacity of 185,000 bbl. 
a day. 

The outlook for 1959 is that it will be another 
good year. LPG should share in the economic re- 
covery trends. Even though business activity in 
general was reduced through most of 1958, LP-gas 
sales increased 30% more than the average annual 
gain of 500-million gal. since 1950 (see chart 
above). © 
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EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 
ADAPTER 
AND 
COUPLER 


EVER-TITE aati 
SHANK ¢ 
HOSE i 
COUPLING 


OUPLER J | 
CTION 

toe | Coupee Gasnet 
Stanono Aowrt 


\ALVE | Pass 
St TION 1 P TrataD 


A. 








Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body 
—precision machined 


1 thi 1 


Unif wal 


—no weak spots 
Extra heavy reinforcing rim 
larger diameter cam ears \ 


for longer service life 





Extra 
Hi-Strength 
forged 
handles 
—greater 
economy 


Uniform heavy 
wall thickness 
—no week spots Superior quality forged body 
—precision machined 


Recess retains gasket 
—accurate tolerances 


in coupler and assures 





proper placement 











EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


EVER-TITE COUPLING CO. 


ou save time in deliveries—and reduce wear 
and maintenance costs—when you use Ever-Tite 


Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight con- 
nections every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tite—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask your distributor. 


Other materials available on request 
Aluminum e § Malleable Iron 
Brass e Stainless Steel 


EVER-TITE 
ADAPTER 


AND COUPLER 


FOR 
TANK CAR 
UNLOADING 
EVER-TITE 
90° FULL-FLO 


ADAPTER AND COUPLER 


Drop Tubes or Pipe Threads 


J 
EVER-TITE 
M. 1. D.* 
COUPLER 


*Maximum inside diameter 


EVER-TITE SPOOL ADAPTER 
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The Best In 
uick Couplings 


For Tight 
Fill 
Deliveries 








EE / 
“WI, 


MUM MNE, 


EVER-TITE 
“99" COUPLER 
with Sight Conge 


By oo 


Locking Cap — 


0 3” iP... 
3” 


=") 


2%" 1.P.7. 


= 


97 Adapter 2” LP.T. 
No. 97 97 Adapters 
Ever-Tite for Ever-Tite 
Fill Cap “99” Coupler 


Twisting Cap 


Dust Cap 


EVER-TITE 
DUST PROTECTORS 


CCrdetacadtecsdDD 
Chain for attaching Dust Caps 
or Dust Plugs 


A + 4 
to s or couplers 


Dust Plug 





EVER-TITE EVER-TITE 


GASKETS HANDLES 


INC., 254 WEST 54TH STREET, NEW YORK 19, N. ¥ 


57 





a 
better- 


paying 


business 


with your nam 


} 


Business is growing rapidly in the 36 states where Sinclair markets its 
famous products. Many of these prime markets are now ripe for some smart 
businessman to take over as the Sinclair Distributor. 


When your name goes on the office door as Sinclair Distributor, the 
entire Sinclair organization will roll into action to help you with financial 
and administrative aid and assistance in bulk plant operation and 
service station development. There’s also a complete sales training 
program for your salesmen and dealers to help them build extra fuel oil, 
industrial and farm gallonage. 


The Sinclair brand has good public acceptance. Its products are pre-sold 
by one of the most aggressive advertising and promotion campaigns 
in the oil business. 


Why don’t you find out how you can be a part of Sinclair’s better-paying, 
billion dollar business? For the complete picture, write 


SINCLAIR REFINING COMPANY 


600 Fifth Avenue, New York 20, N.Y. 
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Making It Tougher on You 





OU WILL BE AFFECTED by the serious 

efforts that certainly will be made this year 
to raise the tax rate on gasoline. Everyone in the 
industry will be affected, directly or indirectly. So 
you should keep yourself well informed on tax 
measures, no matter how dull the subject seems 
to be. 


The strongest drive will be in Congress (see 
page 71), where proponents are talking of an 
increase of 2¢ per gal. This would raise the federal 
gasoline tax to a nickel—once the price of a good 
cigar, a cup of coffee or a glass of beer. 

Higher gasoline taxes will be sought in some 
states this year, too. In New York, for example, 
Republican policy-makers who had opposed higher 
gasoline taxes have switched their policy and will 
seek a 2¢ rise to help newly elected Gov. Nelson 
Rockefeller meet a deficit in the state budget. New 
York doesn’t mask its attitude that funds from 
gasoline taxes are for general use, not just for road 
building and maintenance. 


The combined federal and New York increases 
could be 4¢, a hefty bump in one year. In New 
York that would run the tax up to 11¢ a gal_— 
6¢ state and 5¢ federal. It is unlikely that such a 
large amount will go through at one time because 
the practice of proponents is to go after more than 
they really expect and then to settle for something 
less. The tax structures are so high already, though, 
that even fractional increases are significant. 


Fortunately, there is strong resistance to meet 
the tax moves—perhaps stronger than in the past 
because opponents of higher taxes have been able 
to muster some new support. 


Gasoline has been tabbed a patsy when govern- 
ment needs some cash; and often an increase has 
been rammed through. But more and more think- 
ing people realize that it’s really the public that 
pays the tax, not the oil companies. Nevertheless 
—and this is what hurts oil marketing—the price 
of gasoline is being jacked up through taxes much 
more than through the higher cost of making prod- 
uct, 


A loud cry against higher federal taxes has been 
raised by two influential lawmakers. Sen. Francis 
Case (R., S.D.) stated, “Public opinion would react 
badly to another federal gasoline tax, at least until 
the new highway building . . . has had more of a 
chance to show the economies and benefits that 
can flow from this development.” Sen. Albert Gore 
(D., Tenn.) declared that the motorists should not 
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have to bear the full financial burden of an ex- 
panded federal-state highway ‘program. 

Significant information has been developed by 
the American Petroleum Institute to show the harm- 
ful effects of steadily mounting gasoline taxes. A 
big increase could discourage the use of cars and 
trucks, with “resulting serious consequences for 
the economy as a whole as well as for highway 
transportation,” said API. 

API stated that the federal government collected 
in fiscal 1958 a total of $3.6-billion from special 
taxes on motorists. “Of that amount,” said API, 
“$2.1-billion was allocated to the highway trust 
fund, and the remaining $1.5-billion was channeled 
into the general fund of the U.S. Treasury.” 

Increasing federal gasoline taxes to meet the 
anticipated trust fund deficits in 1960 and 1961 
would amount to nothing more than a stop-gap 
measure. API has suggested that Congress review 
the highway program “from the standpoint of need 
and economy.” 

Meanwhile, here are some figures to keep in 
mind. Federal and state gasoline taxes now aver- 
age about 9¢ per gal. for the nation as a whole. 
That is 30% of the current U. S. average retail 
gasoline price of 30¢ per gal. It is 42% of the 
average retail price without taxes. A 2¢ federal 
increase will shoot that up to 52%. 

“This tax burden is far out of line with that 
imposed on any comparable product in widespread 
use,” API observes. “Even luxury items are not 
subject to such heavy levies. It is an unjust burden 
on a selected group of taxpayers.” 

Oil companies are not against gasoline taxes per 
se. Often they have encouraged or supported tax 
drives which were deemed justifiable. 

But today gasoline taxation is being abused, to 
the detriment of the motorist and the oil industry. 
The motorist is compelled to pay more for an 
essential commodity. The oil industry sees the price 
of its prime product being forced up by outsiders. 
Ironically, the adverse public reaction is against 
the industry which markets the product, not against 
the lawmakers who dictate the increases. 


It is frequently said that a manufacturer or mer- 
chant can price himself out of business. Gasoline 
won’t be taxed out of the market because it is an 
essential product. Gasoline, though, can be taxed 
so severely that the industry will be hurt, and this 
is a matter of concern to those who depend on the 
industry for their livelihood. 





DO TUBE /TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 


Every tire on every car that comes in deserves 


30-SECOND SCHRADER INSPECTION 


You couldn’t spend two minutes of your time more profitably. Not only does “air” inspection 
service give your customer the greatest safety and tire performance — but it lets you discover 
important new tire business. Gauging and adjusting air pressure in seconds per tire is easy with 
Schrader Air Products. Ask your supplier about the gauges, chucks, airlines, and caps and cores 
that make this service possible . . . from Schrader. 





SCHRADER PENCIL-TYPE — at handy, dependable, and a Genuine 
Schrader quality product. #77: 


SCHRADER AIRLINES AND FITTINGS 
SCHRADER VALVE CORES outper- SCHRADER VALVE CAPS provide are available in complete lines. Se- 
form wer other core on the maximum sealing force with mini- lect components to fit your needs. 
market. All parts align some B mum effort. Guaranteed airtight to 
are interchangeable the world ee pressure. Doubly rein- 
over. orced. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
la aati titatiac niacin FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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National Petroleum News 


DJ Strikes Again 


Antitrust suit versus Standards 
Could have wide implications 


IN A NUTSHELL, the Justice Dept.’s latest anti- 
trust suit charges three Standard Oil companies 
with conspiring to divide marketing territories and 
to limit competition in supplying one of them. 

The companies accused are Standard Oil Co. 
(N. J.), Esso Standard Oil Co. and Standard Oil 
Co. of Kentucky. DJ alleges, in effect, that these 
companies have sidestepped the 1911 Standard Oil 
dissolution decree’s ban on dividing up the country 
among a combine. The government alleges that “for 
many years past,” the companies have divided and 
allocated marketing territories, giving Kentucky the 
states of Kentucky, Mississippi, Alabama, Georgia 
and Florida, and the rest of the U. S. to Jersey. 

The government also alleges that Kentucky oper- 
ates under a contract requiring it to buy 80% of 
its fuel products supply from Esso. The antitrusters 
want this requirement contract cancelled, and a 
tapering-off order issued against any future sales to 
Kentucky by Esso or other Jersey subsidiaries. 

Behind all this is a DJ suspicion that majors 
“stake out” areas for themselves, and that other 
majors either stay out or go easy in these areas. 
A further DJ implication is that Kentucky has been 
little more than a marketing arm of Esso over the 
years. In this connection, DJ may present compara- 
tive prices in an attempt to prove that competitors 
were unwilling to put price heat on the Kentucky /- 
Esso “combination.” 

What will happen if the government wins? There 
would be at least three major repercussions. 

@ The legality of normal jobber contracts might 
be jeopardized. Kentucky, often referred to as “a 
great big jobber,” differs in magnitude but not in 
function from a conventional jobbership. If its 
80%-of-requirements contract is declared illegal, 
the precedent might affect the average jobber- 
supplier contract requiring the jobber to buy fully 
100% of his fuel products from his supplier. 

e@ Kentucky would have to line up new supply 
sources. Antitrusters suggest this might mean Ken- 
tucky’s being forced into a merger to obtain 
refining—and possibly production—facilities. (Ken- 
tucky’s volume of products is substantial, amount- 
ing to 900-million gal. of gasoline alone in 1956.) 

e DJ would be put in an inconsistent position 
on marketing divorcement. It’s dissatisfied with 
Kentucky’s present status as a “divorced” com- 
pany, but on the West Coast it’s seeking complete 
marketing divorcement—which would create a gag- 
gle of Standard of Kentuckys. 
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KEY NUMBERS FOR 1959 


% Change 
from ‘58 


Estimated 

Level, b/d 

Total Oil 
Demand 

Gasoline 

Distillate 


9,657,000 |-4, 
4,057,000 |-2. 
1,914,000 1-5. 

Residual 1,535,000 +-2, 
Supply 9,677,000 |-6.0 
Source: McGraw-Hill Publishing Co.’s “Pulse- 
beat of Industry.” 











Business in 1959 


It doesn't look as good for oil 
As for the rest of the economy 


U. S. BUSINESS activity in 1959 will hit new highs 
in dollar volume and productivity (details on next 
page). It looks now as if 1959 will signal the be- 
ginning of a new boom. 

Oil men can look for improved business in keep- 
ing with the speedup in the national economy. Oil 
demand (see figures above) should pick up at a 
rate well ahead of the 1% gain registered in 1958. 
The major factors are population growth, increas- 
ing motor vehicle registrations, and the expected 
uplift in consumer income. 

Supply, however, can be expected to continue 
well ahead of demand, keeping product prices 
down for the present. Sometime this year the in- 
dustry should use up the backlog of inventory that 
accumulated during Suez. But the battle between 
gas and distillates could affect the supply picture 
adversely. While distillate demand is expected to 
improve, gas inroads may weaken the outlook for 
distillate profit improvement. This might cause re- 
finers to concentrate more than ever on gasoline. 

Oil industry spending is expected to be up in 
1959—from an estimated $5.158-billion in 1958 to 
a level of $5.442-billion—but most of this increase 
will come in the production segment. Marketing 
spending is expected to drop from an estimated 
$405-million in 1958 to a level of $369-million in 
1959. (Estimates by McGraw-Hill department of 
economics. ) 

In other industries, the outlook is generally 
strong. As always, much depends on the automobile 
industry. If Detroit can sell its predicted total of 
5.5-million cars, the rest of the economy will get 
a real boost. But some experts doubt if that many 
vehicles can be unloaded this year. 

On the next ten pages, NPN offers a special re- 
port on the outlook in all fields affecting oil mar- 
keters. The TBA outlook appears on page 105. 





U.S. Business Heading for 





Business activity will be well 
ahead of last year, but reces- 
sion has put over-all eco- 
nomic growth behind the 


post-war pace. 











THINGS ARE LOOKING much better for the 
nation’s economy as a whole. Business has come 
back fast from the recession and is certain to break 
some records in the coming year. 

e Gross national product—the nation’s total 
dollar volume of business—is expected to hit 
$465-billion in 1959, up 7% 
over the $435-billion GNP of 
1958. The Federal Reserve 
Board’s index of industrial pro- 
duction will also reach a new an- 
nual high mark of 147 this year, 
up 9% over the 1958 index of 
134. 

e Biggest increases this year 
will be made by the durable goods industries— 
capital goods and consumer durables. These hard- 
goods industries declined the most last year. 


An analysis 
by the 
McGraw-Hill 
Economics 


Department 


Behind the Recovery 

The economy recovered with great rapidity 
from its late 1957-early 1958 recession. At the 
end of 1958, the nation’s total dollar volume of 
business was running about $450-billion (season- 
ally adjusted annual rate), or $5-billion higher than 


the previous all-time high of the third quarter of 
1957. 

At the end of the year, the index of industrial 
production reached a level of about 140, 4% below 
the all-time output peaks of December 1956, and 
February 1957. 

There were three major factors in this recovery: 

e The special lift from government spending— 
present and prospective—on defense, highways 
(see page 87) and other public works. 

e The high level of personal income—fed by 
wage increases and special government payments 
—keeping consumer income on the rise. 

e The reversal of business inventory policy from 
a cutting-down to a building-up of stocks. 

All the major elements going into the GNP and 
industrial production index are expected to be 
higher in 1959 than in 1958. Government spending 
is expected to run $5.5-billion above the $92- 
billion spent last year. Consumers are expected to 
spend about $14-million more on goods and serv- 
ices in 1959 than they did in 1958. Business will 
also be on the plus side of the ledger in 1959, after 
being the only major area of the economy where 
total spending was lower in 1958 than in 1957. 

Here’s a more detailed breakdown of the 1959 
outlook in each of the three major areas: 


Government Spending Outlook 


Spending at the federal, state and local levels 
will be up 6% in 1959. Federal spending on 
defense—with emphasis on missiles and research 

and on non-defense goods and service will 
probably be higher by $3-billion. The only brake 
on federal spending, now that Congress is over- 
whelmingly Democratic, is the debt limit. This is 
likely to remain flexible as long as U. S. relations 
with Russia continue to be tense. 

State and local governments are planning to in- 
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New Records in 59 


crease their expenditures by about $2.5-billion in 
1959. This increase is scheduled to go for more 
and better roads, schools and hospitals as well as 
increased salaries for state and municipal workers. 


Consumer Spending Outlook 


Consumers will spend more dollars on soft 
goods, services and durable goods in 1959 than 
ever before. (Of course, these estimates are in 
dollar terms, and the dollar has depreciated con- 
siderably in the last few years.) Spending on al- 
most all soft goods and services will be higher in 
1959 than in 1958. 

Consumer expenditures on gas and oil will 
probably go up 8% in 1959. (For a more detailed 
analysis of the outlook for oil products, see page 
77.) 

The outlook for spending on consumer durable 
goods—cars, refrigerators, air conditioners, TV 
sets—is improving rapidly. Consumer income after 
taxes should total $327-billion in 1959, more than 
5% over 1958. Consumer savings have risen sub- 
stantially and many families have reduced their 
installment debts. The stock of durable goods that 
are over-age and ready for replacement is much 
larger than it was a year or two ago; prices, too, 
seem to have stabilized. So there are good reasons to 
expect a gain of more than 9% in dollar volume of 
sales of durables in the year ahead. And domestic 
passenger car sales should rise from 4.5-million 
units to at least 5.5-million. 


Business Spending Outlook 


Business investment—covering residential con- 
struction, private institutional construction, business 
expenditures on new plant and equipment, change 
in inventories and net foreign investment—is ex- 
pected to run about $11-billion higher in 1959. 
The volume of residential construction put in place 
this year will run at least $1-billion higher than 
last year. Housing starts should total more than 
1.2-million units (public and private), compared 
with 1.15-million starts in 1958. 

Business inventories will be built up all 
through 1959, as contrasted with the cutting down 
of inventories for most of 1958. This change in 
inventory policy should result in a year-to-year 
net change in inventories of about $8-billion. Thus 
inventories would be contributing $8-billion of the 
$30-billion increase in GNP between 1958 and 
1959. 

Business expenditures on new plant and equip- 
ment are expected to be at least $2-billion higher 
in 1959 than this year. The McGraw-Hill pre- 
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Spending on Gasoline and Oil: 
Rising Faster Than Consumer Income 








Consumer Income 
After Taxes 
Billion Dollars 


400 


Consumer Spending on 
Gasoline and Oil 
Billion Dollars 


GASOLINE AND © 


CONSUMER INCOME 
AFTER TAXES 





1954 1955 1956 1957 1958195929 








© US Dept of Commerce McGraw Mill Dept of Economics 





liminary survey of business’ plans for new plant 
and equipment, taken in October 1958, showed 
that business firms planned to increase expenditures 
in 1959 only 0.5%. Previous experience indicates 
that these preliminary plans will be revised up- 
ward as final budgets are completed. 

All these increases add up to a record-breaking 
business year in 1959, in physical volume as well 
as dollar volume of output. However, a gross 
national product of $465-billion, or an industrial 
production index level of 147, is not enough to 
get our economy back to the post-war growth 
trend. If business were to reach the levels that 
should be attained were the nation’s economy 
recession-proof, then the over-all volume for 1959 
needs to be at least 5% higher than now expected. 

This is one reason why you can look for unem- 
ployment to remain a major worry in 1959. The 
total number of unemployed in 1959 will probably 
average close to 4-million, about 750,000 fewer 
than in 1958. The total number of employed will 
rise about 1.75-million to 66-million next year— 
about one million more than the 750,000 change 
in unemployment. Nearly a million new job- 
seekers will come into the labor force and get 
jobs in 1959. 





Regional Business: 


OIL INDUSTRY OTHER INDUSTRIES 


REGION 


PRODUCT 
DEMAND 


Gasoline 
Distillates 
Residuals 


SUPPLY 
oe] Uh g Mele) 4 


Adequate but 
not excessive. 
Prices should 
rise a little from 
1958. 


PROSPECTS FOR 
KEY INDUSTRIES 


Over-all industrial activity 
up 8%, to about 1957 level. 
Machine tools, steel, textiles 
strong in Mid-Atlantic states; 
weaker in New England. 
Textiles stronger in first half. 


DEMAND 
OUTLOOK 


Generally better, 
more so in Mid-At- 
lantic than in New 
England. New or- 
ders should gain 
momentum through 
the year. 





Gasoline 
Distillates 
Residuals 


Probably same 
as 1958, unless 
imports drastic- 
ally reduced. 


Over-all manufacturing up. 
Textiles improving, lumber, 
food, pulp & paper, chemicals 
on uptrend. Construction 
down, primary metals still off 
pace. 


Durables: Good 
growth. 


Non - Durables: 


Normal growth. 





Gasoline 
Distillates 
Residuals 


Probably fairly 
loose; price rise 
unlikely in first 
half. 


Over-all manufacturing up. 
Autos up from 4.5-mil. to 
projected 5.5-mil. Steel at 
about 80% capacity, looks 
for good year. Rubber, farm 
equipment, mail order busi- 
ness up. 


Durables: Should 
regain ‘56-57 lev- 
els. 

Non - Durables: 
Normal growth 
ahead. 

New Orders: 
Should hold strong 
in first half. 





Gasoline 
Distillates 
Residuals 


Could tighten 
latter part of 
year if demand 
is up and runs 
low. 


Oil is key to manufacturing 
industries’ growth. Farming 
and retail & wholesale stores 
should continue strong up- 
ward trend. 


Depends mainly on 
oil business. 





Over-all 


Probably same 
as 1958. 


Should be banner year for 
small manufacturers. Elec- 
tronic and precision instru- 
ments booming. 


Durables: Should 
be strong, especial- 
ly in booming met- 
ropolitan areas. 








+ 4.5% 
+6% 
pa 10% 


Gasoline 
Distillates 
Residuals 





Strong improve- 
ment in all but 
residual fuel. 





Over-all manufacturing up. 
Oil, aviation, metals, agricul- 
ture, food processing up; for- 
est products may be in for 
trouble after good start. 





Durables: Good. 
Non - Durables: 
Good. 

New Orders: 
Ahead of year ago; 
on uptrend. 
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CONSUMER PROSPECTS 


FARM 
INCOME 


Some areas the same 
as in ‘58, but most 
down 7-12%. Signifi- 
cant declines: N. J. 
12%; Me. 10%; 
Mass., Pa., N. Y. 7%. 


BUILDING 


Over-all building up— 
most in heavy engi- 
neering, which may 
rise 50% or more. 
Homes probably down 
some depending on 
tightness of money 
market. 


UN- 


EMPLOYMENT 


Slightly down from 
1958, or same. New 
England recovery 
slower. 


CONSUMER 
INCOME— 
a) ad 


Income up 6%-7% in 
N. Y., Pa., N. J., area; 
spending about 5% 
higher. New England: 
income up 3%-4%, 
spending 2%-3%. 


CREDIT 


Money expected to be 
more expensive, espe- 
cially when and if 
inflationary pressures 
increase. 





Down 4%-12% (low- 
er crop price supports, 
lower livestock prices 
because of surplus). 


Homes up in first half; 
second depends on in- 
terest rates. Commer- 
cial up. 


Down from 6% in 
1958 to 41/2%-5%. 


Income up, 5%, spend- 
ing up 5%, savings 
down. 


Demand for money 
on increase, tighter 
money ahead. 





Down 5% from 1958 
high (20% over 
1957). Prices stable 


but costs up. 


Homes strong in first 
half. Commercial up 
substantially. 


Reabsorption moving 
at gradual pace, set 
by worker output and 
improved production 
techniques. 


Income up 4%, spend- 
ing up “sharply”. 


Interest rates 5%- 6% 
now; due for rise. 
Tighter money ahead. 





May drop slightly, but 
banner year likely. 
Cattle and cotton look 
good. 


Homes should continue 
12%-15% climb of 
"58 over '57. 


Down from 5% in 
1958 to 4%. 


Should hold steady or 
increase. Oil wage 
hikes may be in line. 


In good balance. 1959 
may not be tight- 
money year. 





Should hold even with 
record 1958 crops. 


Homes should be up 
10% in metropolitan 
areas. 


Stepped-up building, 
government spending 
and general growth 
should assure satisfac- 
tory employment. 


Income should be high- 
est ever—up 5%- 
10%. Spending less 
strong but over 1958. 


Should be ample. 





Should hold even or 
drop only slightly from 
1958 highs. 





Homes should hold 
even with ‘58 peak. 
Commercial should 
rise. 





Total employment will 
exceed 1958; so will 
total unemployment, 
but at lower rate. 





Income should be up 
almost 5%. Spending 
and savings also up. 
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Higher interest rates 
ahead. Increase in con- 
sumer credit likely. 





Other Industries: Here 





Industry by industry, the 

outlook for 1959 is strong. 
Here’s a thumbnail survey 
based on exclusive reports 


from experts in each field. * 











Aircraft/Air Transport 


Aviation industry gross revenues will hit $13- 
billion in 1959, up a little more than a billion 
from the level of 1958. Some manufacturing firms 
see increases up to 30%, others look for declines 
up to 20%. Rugged competition lies ahead as the 
industry continues to broaden its technical horizon. 

Airlines look for an increase of about 10% in 
total passenger miles. Air express and freight ton 
miles are expected to continue the uptrend shown 
in 1958, but at a greater rate—20%. Passenger 
fares are in line for an increase. 


Automobiles 


Detroit hopes to sell 5.5-million domestic cars 
this year, after a very poor year in 1958. Sales 
then ran to 4.5-million cars and 750,000 trucks. 
Projections for the coming year estimate at least 
a 20% increase in car sales and a gain of about 
150,000 trucks. Reasons: rising consumer incomes, 
“less worry about the future,” lower consumer debt 
levels. 

More new models will come to market in 1959 
than will be the case in 1960. 


Chemicals 


Output of the chemical process industries will 
hit an all-time high in 1959. Physical volume is 
expected to rise about 8% and dollar output is 
forecast at $88-billion, 10% higher than 1958. 
Chemical processing held up well in 1958. Chem- 


*Condensed from The Pulsebeat of Industry, specially 
compiled by McGraw-Hill Publishing Co. editors, and 
distributed by McGraw-Hill Promotion Dept., 330 West 
42nd St., New York 36, N.Y. 


ical production, for example, chalked up a new all- 
time high in output at the end of the year. New 
highs are predicted this year for plastics, pharma- 
ceuticals, synthetic fibers and many heavy chem- 
icals. Biggest gainers will be chemicals for such in- 
dustries as autos, steel, rubber, textiles and home 
construction. Operating rate will be up to 85%. 


Coal Mining 


Mining companies look for a production in- 
crease of 10% next year. Bituminous coal is ex- 
pected to recover about 11% of tonnage, moving 
from a level of 405-million tons in 1958 to 450- 
million in 1959. Anthracite will probably improve 
its position somewhat. Capital expenditures dropped 
28% in 1958 and plans now call for a 14% cut in 
1959. These plans may be revised upward as busi- 
ness improves. 


Construction 


New construction is expected to increase by 
slightly less than 5% over the $48.7-billion level 
of 1958. Private construction should rise about 2%; 
public construction more than 11%. Every major 
class of construction should rise in 1959 except 
industrial and public utility. The industry is ex- 
pected to pour $70-billion into the U. S. economy in 
the coming year. 

New contracts are moving into the heavy con- 
struction market at their second highest rate, topped 
only by the industrial boom of 1956. A record back- 
log of construction projects is on hand. 


Electric Appliances 

The appliance industry estimates a 10% increase 
in dollar volume in 1959, from the $7.3-billion level 
of 1958 to $8-billion. Because both median family 
income and housing starts are going up, the out- 
look for the industry is very bright. Last year sales 
were in the doldrums, but began to recover around 
mid-year. The current rate of recovery may slow 
a little before 1959 is over. 


Electric Energy 


Manufacturers of heavy electric apparatus— 
transmission, distribution and generating equip- 
ment—forecast a 3% gain in physical volume of 
shipments in 1959 (one of the smallest increases 
projected by any manufacturing industry). The 
limited increase reflects anticipated spending cut- 
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Are Prospects in 15 Key Fields 


backs by electric utilities, which are concentrating 
on modernization instead of adding to excess capac- 
ity. Electrical construction, installation and main- 
tenance activity is expected to gain at least 7% in 
dollar volume and set new records. Moderniza- 
tion of existing buildings is a major factor. 


Electronics 

This industry is heading for a big year: esti- 
mates point to a rise of 12% in physical volume 
of sales and a rise of almost 9% in dollar volume, 
from $11.4-billion in 1958 to $12.4-billion (ex- 
cluding broadcasting revenue). Defense electronics 
are expected to increase about 8% and industrial 
electronics are in line for a 20% gain. 


Food and Beverages 

Food and beverage manufacturers anticipate a 
gain in unit sales of 5% in 1959, to a level of 
$80.8-billion. This industry proved recession-proof 
in 1958, registering a 3% increase over the 1957 
volume of $75-billion. 

The beer industry is forecasting the biggest gain 
of 11 key food and beverage groups; others expect- 
ing more-than-average gains are confectionery, 
cereals and flour, general foods and liquor distil- 
ling. Food manufacturers will produce and sell more 
dairy products, meat, poultry, processed fruits and 
vegetables, and gourmet items in 1959 than ever 
before. 


Metal Manufacturing 

Steel producers anticipate an average gain of 
26% for shipments in 1959, to a level of 107-mil- 
tion tons of steel ingots and castings. This would 
make 1959 the industry’s fourth best year on rec- 
ord. Operating rate is expected to be about 75% 
of rated capacity, against about 60% in 1958. 

Consumption of nonferrous metals is expected 
to be about 10% higher than 1958, a poor year. 
Copper should experience at least an 8% gain and 
lead and zinc should increase with upturn in auto 
production. The over-all industry operating rate 
will be close to 78%, against less than 70% in 
1958. 


Metal Mining 

Metal minerals production should at least regain 
1957 levels ($4.3-billion volume) after a very 
poor output year in 1958. The general business 
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recovery will have a marked impact on producers 
of iron ore and nonferrous ores. It is quite likely 
that many mines which have been on a four-day 
basis will operate at least five days a week in 1959. 


Metalworking 

After a very poor year in 1958, metalworking 
machinery manufacturers expect an 11% increase 
in physical volume of shipments in 1959. During 
1958 new orders dropped 25%, but for the first 
nine months of the coming year they’re expected 
to run 74% ahead of last year’s level. 

Builders of metal cutting and metal forming tools 
alone are expected to ship about $575-million 
worth of tools in 1959, or 22% more than they 
shipped this year, based on an anticipated increase 
in volume of new business early in 1959. 


Railroads 

Dollar revenues of the nation’s railroads are ex- 
pected to rise substantially in 1959. Freight car- 
loadings are estimated up 8% and passenger rev- 
enues up 5%, with increased rates in the picture. 
Railroads had a very poor year in 1958, with 
carloadings 13% under 1957, and passenger rev- 
enues 7% under the $735-million level of 1957. 


Textiles 

Over-all demand for textiles should be up about 
8% in 1959. All major users are expected to have 
a bigger year in production and sales. Mill activity 
for 1958 was 3% below 1957, but the industry 
has been on an uptrend since last April. 


Truck and Bus Fleets 

Fleet operators look for a busier year in 1959. 
With industrial activity projected as 9% higher, 
common carriers should make a substantial gain, 
some of it at the expense of the railroads. Private 
fleets should gain along with the uptrends in other 
industries. Bus lines should improve their positions: 
intercity lines may attract more customers and local 
lines can look for a leveling-off in the downtrend 
in passengers. 





The Labor Outlook: 





The whistle may never be 


blown on a massive 1959 


organizing campaign for oil 


marketing. It isn’t shaping 


up according to schedule. 











IT DOESN’T LOOK AS IF 1959 will be the 
big year for oil marketing organization by the 
unions. The Oil, Chemical and Atomic Workers 
are keeping hands off marketers for the present. 
And it appears now that the threatened jugger- 
naut by the International Brotherhood of Team- 
sters may slow down before it ever gets off the 
ground. 

There are an estimated 750,000 non-union 
workers in the automotive service field, but in the 
last nine months a joint campaign by the Teamsters 
and the International Assn. of Machinists has 
signed up only a few thousand members (by 
Teamster estimates). , 

This has been the hard-core of gasoline station, 
repair shop, and automotive organizing. Before this 
the Teamsters had done fairly well independently 
in rounding up members in some major cities. In 
Detroit, Chicago and St. Louis, respectively, they 
count about 4,000, 7,000 and 5,000 members as 
a result of past efforts. 

But the campaign for the hundreds of thousands 
of workers hopefully eyed in the joint Teamster- 
Machinist drive is at least off-track. Their joint 
venture has been severed at the international level; 
it’s operating only in those cities where the mutual 
aid program has been under way for some time. 

These first target cities—where oil marketing 
organizing covers service stations, repair shops, 
garages and the automotive field—are on the 1959 
labor agenda as well. Where membership drives 
have been successful this year, they’re expected to 
continue. 

Among the major targets for organizing are 
Boston, Erie, Pa., Rochester, N. Y., Jamestown, 
N. Y., Philadelphia, Santa Barbara and Long Beach, 
Calif., and Portland, Ore. In most of these cities 
the Teamster drives went well. Organizing bogged 
down in Rochester and Santa Barbara, and efforts 


in these two towns will go by the boards until 
organizing prospects pick up. 

In other much-heralded target areas, such as 
Cleveland, Dayton and Columbus, Ohio and the 
whole state of Missouri, oil marketers are likely 
to escape major organizing efforts, at least for the 
beginning of 1959. A union survey of organizing 
prospects in 105 cities with over 100,000 popula- 
tion will remain just a survey—at least for the 
time being. 


Why the Slowdown? 


Big reason for the union slowdown is the 
Teamster troubles with the rest of organized 
labor. The American Federation of Labor- 
Congress of Industrial Organizations required affili- 
ated unions to cancel their working pacts with 
the teamsters. The order last August came almost 
one year after George Meany’s AFL-CIO had ex- 
pelled the trucking union on grounds of being 
corruptly run. 

Teamster president James R. Hoffa countered 
that the teamsters and the AFL-CIO unions would 
nevertheless go “full-steam ahead” in organizing 
plans, even without the leadership alliances. And 
the AFL-CIO unions and the teamsters are con- 
tinuing to work on the local level in most places. 


But any major organizing drives need leadership 
and funds—and under the Teamster-Machinist 
agreement, the two international unions matched 
their locals in organizers and money. It was an 
important impetus in the campaign and got it off 
the ground in the beginning, when each interna- 
tional gave an initial $100,000 to the drive. 

Since that time, the two giant unions have re- 
solved their jurisdictional problems, with this 
general division in gasoline stations: Machinists 
locals get the mechanics, the Teamsters sign up 
the pump attendants, washers, salesmen—oil mar- 
keting jobs. 

With jurisdiction outlined, and a working alliance 
nurtured between two former rival unions, the 
organizing campaign was scheduled for full speed 
ahead in 1959. However, with the AFL-CIO 
orders to the machinists to sever ties with the 
Teamsters, the drive has run out of steam. The 
joint Teamster-Machinists office in Washington, 
D. C., where the funds and organizers were as- 
signed to target territories, is closed. There is no 
national leadership for the project. 

This doesn’t mean the organizing campaign is 
altogether lost. The Teamsters will go on their 
own and will work with the Machinists where 
the plan has already been established. But without 
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Organizing Drives May Fizzle 


the prodding from the top, no new joint ventures 
are being started for the time being, until Team- 
ster officials assess what damage the pact cancella- 
tion with the machinists has had. 


What Hoffa's Presence Means 


With Jimmy Hoffa firmly in the teamster presi- 
dent’s chair, truck union organizing isn’t going to 
die out altogether. The Detroit labor leader is spark- 
plug of Teamster-member roundups. In addition, 
he’s determined to show that the AFL-CIO’s 
ostracizing of the Teamsters Union isn’t going to 
hurt. 

There’s no evidence that the embattled teamster 
president is going to lose his hold on the 1.6-million 
member union. Despite a series of challenges to his 
leadership from the courts and the McClellan com- 
mittee, there's little sign of any consequential re- 
sistance from within the Teamsters Union. 

In fact, while Hoffa has served during his first 
year under a three-man board of monitors ap- 
pointed by the courts, this hasn’t affected his power 
as the Teamster top man. If another election were 
held tomorrow, Hoffa would almost surely be 
re-elected president hands-down. 

Reasons for this are varied. The most prominent 
is that the Teamster International executive board 
is Hoffa-controlled all the way. Region, state and 
local union leaders are Hoffa supporters, for the 
most part. The rank-and-file too are displaying a 
fondness for the Teamster wage and membership 
advances, and less concern for its racketeering 
reputation. 

However, Hoffa’s strong grip on the Teamster 
presidency isn’t much help in the oil marketing 
membership drive. With ties to the Machinists 
Union severed at the international level, the mem- 
bership program falls mainly on the locals. That 
means there will be less needling, less concentration 
of drives. The Hoffa-international program will 
be more involved in membership campaigns else- 
where. 

Service stations will still be a prime teamster 
target, but without the boost provided by the 
Machinists it will be less effective. Teamster leaders 
concede this; organizing small shops is difficult 
anyway. Without the international matching 
organizer-for-organizer, and  dollar-for-dollar— 
and sometimes more—with their locals, much of 
the initiative is lost. 


Congress and Corruption 


The Teamster organizing outlook is not much 
better when it comes to legislation in 1959. While 
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the 86th Congress will be “liberal” in make-up, 
it isn’t going to make organizing any easier by new 
laws. 

About the best thing that can happen, as far 
as the teamsters are concerned, is no legislation on 
organizing. The new Congress is likely to pass a 
labor reform bill with no curbs on this activity—but 
nothing better than that from the teamster view- 
point. 

Impetus for a legislative ban on such organizing 
activities as the “hot cargo” device and “blackmail” 
picketing comes from the Senate’s anti-racket in- 
vestigating committee. This eight-man group investi- 
gated Teamster tactics in both of these areas re- 
cently. 

The committee members extensively covered 
cases where the Teamsters picketed employer 
shops in membership drives, even where the shop 
employees had already declined to join their union. 
And they probed the “hot cargo” practice, wherein 
the teamsters require organized employees to agree 
not to handle goods the Teamsters label “unfair.” 
These, of course, are the products of an employer 
they’re out to organize. 

Besides the McClellan committee, the Eisen- 
hower administration wants a reform bill that 
would ban both practices. Labor Secretary James 
P. Mitchell is strongly supporting efforts to outlaw 
both—as part of any labor anti-racketeering meas- 
ure. 

However, organized labor—the AFL-CIO and 
the teamsters together—are opposing any such 
measure. 

Labor wants, at the most, a reform bill that 
would spell out election practices and other demo- 
cratic procedures for unions, and put curbs on 
handling of union funds. With labor’s influence ad- 
vanced as a result of the elections, the outcome is 
likely to be close to the desires of George Meany 
and his associates. 

However, the Eisenhower administration, 
through Mitchell, will keep pressure on Congress 
to do something more about organizing tactics. With 
the threat of a possible veto, there’s a chance that 
something on the subject could be written into a 
new labor bill. This is one area where Teamster 
organizing in oil marketing could be seriously 
affected. 








Media rates are up again, so 
1959 could be a record spend- 
ing year—if oil men get over 
the jitters about price and 


oversupply. 











MORE OIL MONEY will flow into advertising 
channels this year than last. But that doesn’t mean 
oil men are loosening up their purse strings. 

Increases in media rates account for most adver- 
tising budget increases. In a few cases, new prod- 
ucts or new markets call for increased spending. 

Oil men won’t open up with their heavy 
promotional guns until the twin problems of over- 
supply and low price are licked—at least partially. 
“No one wants to spend money to lose money,” 
is the way one ad manager puts it. 

This year NATIONAL PETROLEUM NEws polled 
21 leading oil advertisers. With the deadline for 
signing new advertising contracts approaching, 
most advertising managers were still fencing with 
top management and agencies. Few foresaw budget 
increases beyond the amount required by higher 
media costs. 

One exception is Oklahoma Oil Co., fast ex- 
panding subsidiary of Standard of New Jersey in 
the Midwest. Oklahoma plans to jump its adver- 
tising outlay 10% this year to develop new markets 
picked up in the acquisition of Gaseteria. 

Other companies estimate budget changes ranging 
from a low of —3% to a high of +8%. Increases 
average about 5%. That’s barely enough to cover 
the higher cost of advertising this year. 


A Look at the Media 

Advertising rates are up about 5% this year. 

Outdoor advertising costs will rise about 5.5%. 
Last year was relatively “slow” for the medium. 
Volume held steady; revenue increased slightly. 
Outdoor companies look for a banner year in 1959. 
They already have orders for big increases from 
several West Coast oil companies. 

Radio will boost its rates about 5%. Some 
individual stations and chains may post even higher 
increases. The medium steadily reduced rates in 


the early years of competition with TV. Since 
1956 there’s been a gradual climb back up. Spot 
rates are increasing faster than network rates. 
Despite the business recession, radio ad volume 
was up 5% in 1958. 

Business magazines will show scattered in- 
creases in 1959. Many publishers raised rates last 
year, following record volume in 1957. Reduced 
ad spending, generated by the recession, upset 
carefully laid expansion plans. This year many 
publishers will try to consolidate. Increases will 
be dictated by the recent rise in postal rates. 

Television will follow the pattern of the last 
several years, increasing rates 3 to 5%. As with 
radio, some stations may run higher. Swelling 
operating costs and a steady increase in the num- 
ber of TV sets are cited as factors in the rise. 
Even with higher rates and decreased ad spending, 
television prospered in 1958. Increases of up to 
20% in spot volume and 10% in network volume 
were realized. 

General magazines will continue to boost their 
rates, as circulation guarantees rise. This medium 
was one of the hardest hit by the recession. Nearly 
all categories lost both pages and revenue. 

Newspapers predict scattered increases through- 
out the coming year. In general, newspapers lost 
lineage in 1958 but maintained revenue through 
an increase in rates and a boom in color ads. 


What About Oil Companies? 


Several oil companies will hit the market this 
spring with new or improved motor oils. They'll 
be heavily promoted, but money for the campaigns 
will probably come from shifts in budgets rather 
than from across-the-board increases. 


Many advertisers will begin the year with the 
same general media lineup as last year. Few new 
advertising themes are noted at this stage of plan- 
ning. There are some exceptions: Hancock Oil will 
up its outdoor budget “tremendously,” says a 
source. Oklahoma will break out for the first time 
with a newspaper campaign. 

The 1959 emphasis will be on “hard sell” 
product advertising. Service will also get a big play. 
“Corporate image” ads will lose a little ground to 
the new accent on “results.” An exception here 
is Jersey Standard’s institutional ad campaign. 

How Good’s an Ad?—Total national advertising 
volume last year was more than $10-billion. 
Cost-conscious advertisers in all fields are looking 
hard for a valid test of advertising effectiveness. 
This year may see more pre-testing of ad copy 
than ever before. 
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Highways: Full Speed Ahead 





The government will spend 
$800-million more for roads 
in 1959, but needs a way to 
get the money. Most likely 
target: the gasoline tax. 











SPENDING FOR HIGHWAY CONSTRUCTION 
is expected to top $7-billion in 1959. That’s an 
increase of around $800-million over 1958 for all 
roadbuilding throughout the nation, including 
both federal-aid and non-federal-aid state and 
municipal projects. 

Some key issues must be decided in the coming 
year. One of the hottest is the matter of beefing 
up the highway trust fund’s finances. The experts 
figure the trust fund needs close to an extra $1- 
billion a year pumped into it if the program is to 
stay on schedule. 

The surplus that was built up in the trust fund 
in the first couple of years—from special highway 
user taxes on gasoline, tires, diesel, and so on—is 
dwindling fast. By fall of 1959, it’s estimated that 
the trust fund will have accumulated a deficit of 
around $200-million, based on the current income 
and out-go levels. 

The move into a deficit was expected when 
financing for the mammoth roadbuilding program 
was conceived. But cost increases and step-ups in 
the program have swelled the deficit’s size. The 
cost of the interstate roads, for example, has 
climbed close to 37% over original estimates. And 
Congress added $1.2-billion to the program in the 
1958 act. 

Coupled with the fast-rising deficit prospects 
of the program is the Byrd pay-as-you-go provision. 
Congress lifted this ban in the 1958 act for two 
years. But unless it is lifted again it will mean that 
only an estimated $2.1-billion can be doled out to 
states in fiscal 1961 rather than the $2.8-billion 
Congress has authorized. 

The Byrd amendment, however, is becoming 
something of a moot point. The administration has 
served notice that it doesn’t intend to let the road 
program swell the huge $12-billion deficit it is al- 
ready facing in the general treasury fund. This 
means the highway program will have to be pay- 
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as-you-go. The administration wants the user taxes 
hiked enough to bring in the extra money needed. 


Where the Money Will Come From 


Prime target for more taxing is gasoline. This 
is the big money-raiser. For the 12-month period 
ending September 30, 1958, for example, the 3¢ 
gal. federal tax on gasoline brought in $1.6-billion 
of the total $2-billion poured into the trust fund. 


Estimates are that it would take another 2¢ 
increase in the gasoline tax to raise the extra $1- 
billion a year needed. The issue will be hard-fought 
and hotly debated before such a tax is slapped on. 

There is gathering strength behind a move to get 
the administration to earmark the balance of current 
highway user taxes for the trust fund. For ex- 
ample, in the 12-month period cited, here are 
user taxes collected that didn’t go to the trust 
fund: the 6¢ tax on lube oil brought in $70.6- 
million; the 10% excise tax on automobiles pro- 
duced $1-billion; only half of the 10% excise tax 
on trucks, buses, trailers that produced $194.5- 
million went to the trust fund; and none of the 
8% excise tax on parts and accessories went into 
the fund. 

Over-all, close to $1.4-billion in user taxes that 
went into the treasury didn’t go into general 
funds. Opponents of user tax increases will press 
this point strongly when the matter is debated in 
Congress. 

The guessing, however, is that the administra- 
tion will not allow any further earmarking of 
taxes. It would further increase the general fund 
deficit and this is considered by Washington ob- 
servers as something the administration will not 
allow. As it stands, observers think trust fund user 
taxes will be increased this year and that gasoline 
will be singled out to carry most of the load. 


More Points to Decide 

Another issue that is likely to be tossed to 
Congress to settle is whether the “Buy American” 
clause can be applied to the highway program— 
and other federal-aid programs. States have been 
using this clause to bar imported materials, pri- 
marily steel and cement. The Bureau of Public 
Roads, however, has made a recommendation to 





(Begins on page 71) 

the Secretary of Commerce that the states be pro- 
hibited from using the measure. The matter could 
be settled by an executive order from the president, 
but guessing is that he will bump it to Congress to 
resolve. 

The issue is moving up the diplomatic level. Al- 
ready Japan, Germany and Belgium complain that 
they can’t participate in over-all U. S. trade agree- 
ments if some of the 49 states won’t accept their 
goods. 

Coming up, too, is the matter of reimbursing 
states for toll road and free roads that are incor- 
porated in the interstate system. The Secretary of 
Commerce has been told to make legislative rec- 
ommendations on the matter. But definitive stands 
on the issue aren’t likely. Congress is expected to 
duck the matter this year, also. Estimates are that 
it would cost $5-billion in federal money to pay 
states for all such roads. In view of the general 
condition of the trust fund, it is almost certain that 
further drains on it will not be approved this year. 

The Bureau of Public Roads must submit re- 
ports to Congress in the coming year, but they are 
not expected to result in any major changes to the 
program. For example, BPR must submit a study 
on highway safety measures by March 1, 1959; it 
must also make an interim report on the cost of 
the road program, and an over-all progress report 
on the program. 


What's Being Built 


By and large, the road program is moving along 
at a fast clip. Highway administrator Bertram D. 
Tallamy is satisfied with its progress. About 4,000 
miles of interstate highway are under construction 
and will cost almost $3-billion when completed. 
In addition, contracts have been let for over 55,000 
miles of non-interstate roads that will cost over 
$3-billion. Less than 500 miles, however, are com- 
pleted and open to motorists. This figure is expected 
to be swelled in the coming year as some of the 
current projects are completed. . 

Some 7.75-million tons of petroleum products 
went into the highway program in 1957; 8.5- 
million tons in 1958; and an estimated 9.67-million 
tons will be used in 1959. That compares with 
some 68-million bbl. of cement used in 1957; 75- 
million bbl. used in 1958; and an estimated 85- 
million bbl. in 1959. 


There will be million-dollar projects underway 
in every state during 1959. Here are some typical 
ones: in Erie county, Pennsylvania, an interstate 
project on 4.2 miles of road that will cost $4.5- 
million; in New York, three projects in Bronx 
county, including a tunnel, will cost around $28- 
million; a project in California on the San Diego 
Freeway between Los Angeles and Culver City 
will cost close to $5-million; in Lake county, Ohio, 
near Cleveland, a project will be underway on 
3.6 miles of roadway costing $5.3-million. You 
can count on the list to get longer every month. @ 


r In case you missed it... 


»Small Business Administrator Barnes says his 
agency is ready to receive applications for estab- 
lishment of small business investment companies. 
Forms are available at SBA field offices. 


>Gulf Oil is fair trading its gasoline in Pennsyl- 
vania, bringing the total of fair-trading majors there 
to nine. 


> Nelson Rockefeller—whose grandfather’s oil trust 
produced Nelson’s spending money—is hitting the 
oil industry up for New York State’s spending 
money. He wants to add a penny to the state’s 4¢ 
gasoline tax. 


Tidewater Oil is budgeting capital expenditures 
of $100-million for the 1959 fiscal year. The money 


'—about the same amount as Tidewater spent in 


1958—is part of a long-range modernization pro- 
gram, says president George F. Getty IT. 


Shell Oil Co. is helping employes invest in com- 
mon stocks as a hedge against inflation. Commons 
normally rise in price in inflationary times. Em- 
ployes can make investments through Shell’s Provi- 
dent Fund, which matches employe savings in 
amounts up to 10% of wages. Shell is also revising 
its retirement plan so that mandatory requirement 
age is moved from 60 to 65 for all but top man- 
agement (division manager level and up). 


Esso Standard (Switzerland) and Caltex issued 
writs totaling over $1.3-million against the honey- 
moon cruise liner Arosa Star, temporarily stranding 
183 passengers in Bermuda. The writs charged the 
floating paradise hadn’t paid bunkering charges. 


>American Management Assn. found in a survey 
that the average top executive stood still in terms 
of total compensation last year. Pre-recession 
increases had averaged 5%-6% annually. 


»Smogbound Los Angeles has prohibited the burn- 
ing of fuel oils with 0.5% sulphur content or 
greater. 


>General Services Administration is recommend- 
ing its single “all-stations” credit card to all other 
federal agencies. GSA says its card works fine. 


PEsso Standard lowered its fair trade price in 
New Jersey 1¢, to 25.9¢ gal. Other majors followed. 


»D-X Sunray bought out Gafill Oil Co., South 
Bend, Ind. Gafill, one of the nation’s biggest job- 
bers, supplied 200 outlets from 20 bulk plants, 
doing a 25-million-gal. business annually. The 
company will be renamed the Gafill D-X Oil Co. 
(For another big D-X purchase, see page 75.) 
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THE LIGHTER SIDE 























“NO WONDER THAT MOTOR SOUNDED LIKE IT WAS READY TO CROAK !” 


THE BRIGHTER SIDE... 


A frog in a radiator is quite a mystery . . . but there’s 
no mystery about the clear-cut service provided to 
independent marketers by Ashland Oil & Refining 
Company. As the nation’s largest independent supplier 
of petroleum products, Ashland Oil understands and 
respects your independence. Here are some of the 
benefits you get from a working agreement with us: 


e You get to do your job without interference. 
e You get effective merchandising plans and selling tools. 


e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales 
program for independent marketers can benefit you... 
write, wire or phone us today! 


The independent Supplier & Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025 EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., SE. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 





PRODUCTS 











Want the Best in Remote Pumping? 


Specify Red Jacket EX7RACTA™ 
for even Bigger Savings 


Red Jacket Pump Experience Pays You Big Dividends 


Petroleum marketers have learned that remote pumping offers many advantages 
—reduced maintenance of dispensing equipment, increased flexibility for future 
planning, elimination of vapor-lock, use of larger tanks farther from islands and 
reduction of investment. Those who have had experience with Red Jacket 
‘**Extracta’’ pumps have collected even bigger dividends. They have found that 
Red Jacket design gives them: 


* More pressure to push gasoline through longer lines and smaller 
piping, smaller dispensers and automatic nozzles. 
Easier installation since variation in tank bury depth can be allowed 
for in field 
Plug-in motor—no disconnecting of wires to remove pump and motor. 
More sizes available—seven, from 4% through 5 hp.—a pump for 
every pumping job with capacities to 250 GPM. 
Simplified Electrical controls—easier to install, fewer parts to service. 
¢ More pump quality for less dollar cost. 


Design features like these, together with Nationwide Service Facilities that 
include replacement stocks strategically located in all parts of the country, spell 
big dividends to users. These features have also made Red Jacket 44 HP pumps 
the most widely used in service stations for 3 consecutive years. Red Jacket 
Pumps are the result of over 10 years experience engineering and manufacturing 
4 and 6-inch submersible petroleum and water pumps and are made by the orig- 
inators of the 4 and % HP extractable petroleum pumps. Learn how Red Jacket 
Pump features can pay big dividends to you—find out about them today. 


RED JACKET MANUFACTURING COMPANY 
PETROLEUM EQUIPMENT DIVISION ~ Box 270, Davenport, lowa 


petroleum 
pumping 
equipment 


ees enees Ms se ss se © © © Contact your nearest RED JACKET REPRESENTATIVE for complete information, . . « 


R. M. “Mac"’ Crowder, 5719 W. Hanover St., Dallas, Texas * Henry D. Fairlie, 76 Beaver St., New York 5, New York 

R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Missduri * Joe R. Mooney, 3162 Chartres St., New Orleans 17, Louisiana 

E. P. “Ted" Mueller, 784 Jersey St., Denver 20, Colorado * R. E. Sanderson, 222 11th St., San Francisco 3, California 

A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, California « A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois 

Lee Vaughn, 3111 N. 34th Place, Phoenix, Arizona « C. E. “‘Red"’ Weaver, 4223 Cincinnati-Brookville Road, Honiton, 

Ohio * John F. Young, 6800 Kelly St., Pittsburgh 8, Pennsylvania « E. “Al" Zahl, 1516 So. 5th St. Minneapolis, a 
Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan 
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Brief But Significant 


What ‘Memphis Case’ ruling means . . . Tidewater sells out in Midwest... 


Imports plan in trouble... NOMA asks probe ... Decline in burners ahead? 


The Supreme Court has overruled 
the lower court’s decision in the 
“Memphis Case.” This means natural 
gas pipeline companies will be able 
to put rate hikes into effect after 
a six-month waiting period, as was 
done before the case developed. 


SIGNIFICANCE: Gas rates will rise, 
which could narrow the advantage of 
gas over oil heat in some areas. But 
gas will also expand its facilities to 
strengthen its present markets and 
open new ones. 


Tidewater has sold its 10-state cen- 
tial marketing facilities to D-X Sun- 
ray. Included are 16 bulk plants and 
81 urban and major-highway service 
stations in Oklahoma, Kansas, Mis- 
souri, Arkansas, Indiana, Iowa, Wis- 
consin, Minnesota and the Dakotas. 
Tidewater will continue to market 
Veedol oils and greases in the area 
through independent distributors. 


SIGNIFICANCE: Tidewater is concentrat- 
ing its marketing activities in the East 
and West where it has its two major 
refineries. 


Two oil companies studying the po- 
tential effect of the federal highway 
program on their stations have come 
up with similar results: 10% of the 
outlets will be hurt, 5% stand to gain. 
An additional 10% may find gallon- 
age drained slightly by new parallel 
roads. 
SIGNIFICANCE: Damage to existing sta- 
tions, while less than originally ex- 
pected, will still be enough to demand 
major rebuilding. 


Petroleum fuel to be used for mili- 
tary ground vehicles in the next 10 
years must be adaptable to present 
engines, says a Quartermasters Assn. 
panel of oil and military experts. Sim- 
ilarly, present aviation gasoline and 
kerosine-type jet fuels are likely to be 
the chief fuels in the next decade, 
the experts say. They rated nuclear 
power as a helpful adjunct to petrol- 
eum energies, not a displacer. 


SIGNIFICANCE: Petroleum fuel now 
being supplied is expected to remain 
the military workhorse for at least 
another decade. 


>A correspondence course in service 
station management is now offered by 
the extension division of the Univer- 
sity of Nebraska, Lincoln. The course 
was developed at the suggestion of L. 
T. White, vice president of Cities Serv- 
ice Petroleum. Cost without correction 
services, $5.85; with correction, 
Nebraska residents $15.85, non-resi- 
dents $17.85. 


SIGNIFICANCE: This is the first such 
correspondence course ever offered in 
the country. 


> National LP-Gas Council will spend 
$477,200 this year to push its fuel in 
non-urban areas. 


SIGNIFICANCE: There'll be increased 
pressure on heating oil jobbers to 
keep their farm and country trade. 


University of Tulsa will offer a 
degree program in oil marketing start- 
ing early next year. Seven oil com- 
panies have made 18 full- or part-time 
jobs available for students while 
they’re in school. Thirteen of the 134 
semester hours required for a B.S. 
degree in business administration are 
in specified oil marketing subjects. 
Eleven of 67 semester hours required 
for an M.S. in business administration 
are in oil marketing. 

SIGNIFICANCE: This accentuates the 

trend to more distributive education 

for the oil industry. 


Probably 20 service stations on the 
New York Thruway will have pumped 
more than 1-million gal. of gasoline 
in 1958 when the figures are in. This 
compares with 11 in 1957. 


SIGNIFICANCE: Million-gal-a-year sta- 
tions are increasing on the Thruway, 
but the gallonage at seven other sta- 
tions is declining. 


®Injuries in the marketing segment 
of the oil and gas industry fell to a 
six-year low in 1957, says the Bureau 
of Mines. The rate was 7.66 per mil- 
lion manhours, lower than the rate of 
8.93 for the whole industry. 


SIGNIFICANCE: Industry safety efforts 
are paying off. 
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A proposed new voluntary oil im- 
ports control plan based in part on 
historic imports is on the skids. The 
Justice Department objects to it, re- 
portedly on grounds the plan would 
freeze present market positions and, 
if done on a voluntary basis, clearly 
violate the Sherman Anti-Trust Act. 
This came on the heels of oil industry 
objections to the Carson plan, which 
would have based import allocations 
on refinery runs. 


SIGNIFICANCE: With two alternative 
voluntary plans seemingly shattered, 
the administration appears headed for 
mandatory controls, some well-inform- 
ed sources say. 


Canada’s Borden Commission has 
proposed extensive regulation of the 
country’s oil and gas industry. Recom- 
mendations include the creation of a 
National Energy Board with broad 
powers. 
SIGNIFICANCE: Many oil men fear that 
if all the commission’s proposals are 
adopted the industry will be heading 
toward almost complete government 
control, 


National Oil Marketers Assn. 
(NOMA) is asking four Congressional 
committees to investigate majors’ gas- 
oline sales to commercial accounts. 
NOMA asked the Federal Trade Com- 
mission to undertake such a probe, 
but was turned down. FTC contends 
majors’ pricing practice in commercial 
accounts is not illegal because com- 
mercial accounts and jobbers aren’t in 
direct competition. NOMA _ thinks 
FTC has power to act, but wants 
Congress to spell it out. 


SIGNIFICANCE: Ultimately NOMA 
wants the FTC to restrain majors from 
allegedly selling to commercial ac- 
counts at prices below those charged to 
jobbers. 


»Some economists predict the num- 
ber of oil burners in the U. S. will 
start to decline by 1963 along with de- 
mand for heating oil, says H. W. Fer- 
guson, vice president of Humble Oil & 
Refining. 


SIGNIFICANCE: This would be due in 
part to the tendency of oil consumers 
to convert to gas. There were 120,000 
such conversions in 1957. 
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SERVICE ON THE RUN, a Beaver 
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Oil standby, is part of a two-edged program. Here’s how .. . 


Community Service Pays Off 


Beaver Oil Co., fast-rising Canadian independent, says good friends 
make good customers. Here’s how merchandising and service to local 


groups can work together 


A BANKER SCRUBBED WINDSHIELDS. A 
dentist pumped gasoline. A minister checked oil. 

It happened this summer at a Beaver Oil Co. 
station. The trick: a one-day station promotion with 
proceeds going to a local church. 

Sixty-five business and professional men ran the 
station, supervised by a crew of 20 Beaver em- 
ployes. The company doesn’t ordinarily have an 
85-man crew at one outlet, or eight-man service 
on each car. 

But three-man service—on the run—is the rule. 


That formula, with allied aggressive promotions, 
has brought Beaver from one tiny station seven 
years ago to six modern outlets pumping more than 
4-million gal. a year. In the Windsor, Ontario, mar- 
ket Beaver is the unchallenged private brand lead- 
er and grabs off 13% to 15% of the total market. 
Beaver stations outpump their 240 competitors 
(90% major branders) 8 to 1 on a station for 
station basis. 


Making Friends in Town 


Beaver spends nearly $65,000 a year on pro- 
motion and advertising. It’s worth every cent, say 
owners Jack Plumb and his son Don. 


The church promotion alone brings an average 
permanent volume increase of 5,000 gal. a month 
for the station that holds it. 


The Plumbs ran their first church promotion last 
year and expanded the number to three this year. 
In 1957 the promotion was a tie-in of the open- 
ing of a new station with a building fund-raising 
drive of a local church. 

Here’s what happened: Beaver agreed to give 
to the church fund 5¢ on every gallon sold on 
opening day, plus all TBA profits. In return, the 
church men’s club agreed to canvass the neigh- 
borhood, making personal calls and distributing 
leaflets. On opening day, the church men agreed 
to man the pumps. 

Beaver blanketed the area with newspaper, 
radio and TV advertising and had sound trucks 
patrolling the streets a week before the opening. 
The carnival spirit really bloomed opening day. 

A six-hour radio broadcast originated from the 
station. A Scotch Highland marching band squealed 
and clowns cavorted on the sidewalk. 

Rose corsages were given to 5,000 women 
visitors; men received 1,000 key cases. Refresh- 
ment booths on the side of the lot dispensed 5,000 
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hot dogs, 5,000 cups of ice cream and 400 cases 
of soda. Even babies got gifts—plastic rattles. 
At the end of the day, the Plumbs turned over 
to the church workers $600, representing profits 
on nearly 12,000 gal. of gasoline and TBA sales. 


Best of all, the station’s permanent gallonage 
climbed soon after. In pre-opening day operation, 
the station had done 10,000 gal. per month. With- 
in a few months, it was pumping 50,000 gal. 

The Plumbs scatter their shots in picking church- 
es to share in these promotions. Various denomi- 
nations are included. There’s only one rule: the 
church must have a big enough membership to 
make the day worthwhile. (This summer, one 
church turned out 200 members to run a station 
for a day.) 

Flowers for the Fair—Good community rela- 
tions don’t end at the church door. All told, Beaver 
spends $17,000 a year on promotion activities. 

Twice a year stations pass out corsages to wo- 
men visitors. Every mother of a new-born baby 
within a mile of a Beaver station gets a corsage 
under an arrangement with a local florist. 

Beaver also prints—free of charge—tickets for 
charity and club fund-raising affairs. Beside the 
good-will, Beaver gets an additional ad medium. 

Visiting stations to chat with customers is a 
regular Saturday occupation for the Plumbs. They 
listen to complaints—or praise. 


Spreading the Sales Message 

Top-notch island service is Beaver’s best point- 
of-sale promotion. 

“These boys don't walk to a car; they gallop,” 
says a local man. “The boys” work three to a 
car: one fills the tank, one checks under the hood 
and one cleans glass and checks tires. 

Big Ad Spenders—The Plumbs pour nearly $13,- 
000 a year into advertising. 

Here’s the breakdown: Radio—$700; TV—$3.,- 
000; Newspapers—$4,000; Billboards—$3,000; 
Point-of-Sale—$2,000. 

Beaver foots the whole bill. Since the company 
is independent, there’s no supplier aid. Stress is 
put on prestige ads: brand, stations and service. 

Beaver sponsors a late-hour weather show three 
times a week on a local TV station. Radio is 
used for spot announcements of special promotions. 
Newspaper display ads are used both for special 
promotions and for regular prestige advertising. 

Stamps, Too—The Plumbs are strong for trad- 
ing stamps. The stamps cost about $35,000 a year. 
About 90% of the customers, says Don Plumb, 
ask for them. Besides having customer appeal, 
stamps are potent weapons. The Plumbs use them 
to offset price drops and promotions by competi- 
tors, and to bolster business during slack periods 
of the week. Beaver’s stamps cost about 7/10¢ a 
gallon and have a strong local supermarket tie-in. 

Name the Grade—Recently Beaver asked custo- 
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SCOTCH BAND struts at church benefit promotion 


NIGHT LUBE jobs keep things humming after dark 


RADIO COVERAGE of church day spread news 





Merchandising 





FIRST STATION still operates. Note oil “specials” 


(Begins on page 76) 

mers to submit names for an improved premium 
grade. Unique angle: the contest ran 88 days, the 
prize for the winning name was an Oldsmobile 
88. More than 30,000 responses were received. 
(The winning name was “Beaver Super 500.”) 

Follow-up Program—The Plumbs use a regu- 
lar follow-up system. New customers are solicited 
by neighborhood canvassing. 

Customers are “typed” according to miles driven 
per month. Reminder cards are sent once or twice 
a month. If the customer doesn’t come in for serv- 
ice within two weeks of receiving a card, the 
station manager calls him on the phone. If there’s 
still no response, a personal call is made. 

For customer convenience, some lube jobs are 
given at night. (Beaver is a 24-hour operation.) Cars 
are called for and delivered. 

The company shies away from repair work at 
stations. But to cater to customer whims, they do 
offer 28 brands of motor oil. 

TBA Push—Beaver entered aggressive TBA 
merchandising only last year. A warehouse was 
built at the company’s newest station and stocked 
with a $10,000 inventory. 

In one year, the company chalked up sales of 
$17,000 on tires and tubes, $11,000 on batteries, 
and $27,000 on accessories. 

The key lies in alertness at the pumps. Sales- 
men are trained to check tires, wiper blades and 
fan belts at the island. In addition, TBA checks 
are worked into the regular lube program. As 
added insurance, Beaver issues about 500 credit 
cards to selected customers to encourage credit buy- 
ing of heavier items. 


Keeping Employes on the Ball 


Four Beaver stations are directly operated. 
There's one jobber station in Hamilton and a deal- 
er in Leamington. 

Employes are on salary plus bonus. That’s one 
reason neighborhood solicitation pays off for Beav- 
er: the more business, the more employe income. 

Attendants get base pay of $60 a week. The 
bonus can bring that up to $75, but $65 is the 


average. Managers make about $5,500, including 
bonuses on TBA sales and gasoline and oil sales 
over fixed quotas. 

For attendants, bonuses are paid weekly out of 
a “kitty,” according to number of hours worked. 
The kitty gets 1% on gross gasoline sales, 4% on 
gross oil sales and 6% on TBA. 

Other employe benefits include two weeks paid 
vacation, health and medical insurance plans, an- 
nual Christmas party and a summer picnic. 

Beaver trains its own employes. There are 
weekly meetings with films and talks by managers. 


How the Business Works 

Beaver has no bulk plant for its five owned 
stations. Gasoline is picked up at a Windsor marine 
terminal or a Hamilton pipeline terminal. Two 4,- 
000-gal. trucks drop full transport loads into the 
20,000-gal. storage tanks of each of the five sta- 
tions. The Hamilton jobber hauls his own prod- 
uct. Beaver figures distribution cost at 0.5¢ gal. 

Stations Are Big—Beaver’s station specs call for 
frontages of 190 ft. and depths of from 200 to 
800 ft. The stations are designed by a local archi- 
tect. They cost about $150,000 apiece. 

Stations have from two to four bays—used for 
lube jobs, washing, tire changing. Nine pumps are 
distributed among three islands. A cash register is 
located at the central island to eliminate steps. 

All Beaver stations have a red and white plastic 
identification sign. It’s eight feet in diameter and 
internally lighted. 

The Plumbs hand-pick their sites. They look for 
new, fast-growing housing development areas. The 
newest Beaver station taps a community of 3,500 
new homes. Most stations, in addition, are on key 
highways with a high traffic count. 


Eager Beavers at Work 

Jack and Don Plumb opened their first small 
station in 1951 with $200—half of which was 
borrowed. Jack was a 25-year veteran of oil mar- 
keting with British-American Oil Co. His son Don, 
27 years old, is a former General Motors of Can- 
ada employe. 

From a shaky start with a $200 cash reserve, 
the Plumbs have brought Beaver to an estimated 
$500,000 net worth today. They’re still expand- 
ing, and financing station building and improve- 
ment out of current earnings. Seven ultra-modern 
outlets are planned in the next five years. They'll 
be located in the Hamilton-Toronto market. 

Beaver’s profit position remains strong, even 
during expansion. Net profit last year ran $85,000 
on gross sales of $650,000. 

The Plumbs intend to hold close control of their 
operation. Only a capital gains windfall could 
tempt them to sell out to a competitor or a new 
entry in the market. The future of the jobber in 
Canada is improving, they say. The Plumbs are 
doing their bit to keep it that way. bed 
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How a Jobber Licked the 


IN 25 YEARS of oil marketing, Phillips jobber 
Elmer Lohr of Columbus, Neb., hadn’t seen any- 
thing like it. Neither had his dealer nor Phillips 
Petroleum Co.—until the light dawned. 

Here’s how it all began: 

In 1934 Lohr took over an 11-year-old cinder- 
block station at the intersection of Routes 30 and 
81 just outside Columbus. Station profits were 
spotty until after the war when volume began 
to hum. For Lohr and dealer Tony Zerr the peak 
year was reached in 1951 when volume hit 
22,000 gal. 

But competitive marketers began to erect mod- 
ern outlets in the Columbus area about that time 
and the gallonage started to dip. By 1957 it was 
down to 10,000. 

The steady decline in volume between 1951 
and 1957 led Lohr and Phillips to think about 
rebuilding the station. They decided to do it in 
the spring of 1957 and work began in June. 

The station was kept open during construction 
which required, Lohr says, $35,000 and four 
months to complete. 


Building the New Station 


The old cinder-block station was leveled com- 
pletely. A new standard Phillips two-bay unit 
was erected, but located deeper on the quarter 
lot than the old unit. There were two reasons 
for this: 

¢ Route 81 is slated for a two-lane widening 


in the near future. This will bite into the station’s 
frontage on that side. 

e Pushing the station and island farther back 
into the lot meant more room for traffic entry 
and exit. 

On the island, three new remotely controlled 
pumps—two for regular and one for premium— 
were put up and then Lohr made what proved 
to be the key move of the project. 

He pulled his Phillips sign back 15 ft. from 
the highway. “When the road widening starts,” 
he said, “all the stations along the highway will 
have to pull theirs in, and we figured as long 
as we were doing all the rest of the work, we 
might just as well move the sign in at the same 
time.” 

On Sept. 15 the job was finished. On Oct. 1 
Lohr and dealer Tony Zerr held a grand reopen- 
ing and then everyone sat back to await the Oc- 
tober gallonage figures, which they confidently ex- 
pected would rise substantially. (The year before, 
Lohr rebuilt a unit five blocks north on Route 81 
and saw gallonage quadruple.) 


Then the Roof Fell In 


But long before the October figures were in, 
it was apparent that something was drastically 
wrong. Instead of swinging up, volume was 
dropping below the levels that existed prior to 
rebuilding. Lohr, Zerr and Phillips all racked 
their brains, but the gallonage drop continued 
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Toughest Problem He Ever Had 


steadily until in February of 1958 it reached an 
all time low of 3,800. 

Phillips division personnel pitched in to try to 
solve the problem. They blanketed the trading 
area about the station with door-to-door solici- 
tation. Point of sale merchandising material was 
set up at the unit. But nothing seemed to work. 


As one Phillips official puts it, “every time I 
looked at those figures I got the Chinese chills.” 


How the Problem Was Licked 


In February of 1958 Lohr attended the annual 
marketing institute held by the state jobbers group. 
Appearing as a speaker at one of the sessions on 
improving gallonage was Mrs. Nathalie Ronis 
(now Mrs. Richard Oddie), who was then with 
Cities Service in New York. 

Lohr outlined his problem to Mrs. Ronis fol- 
lowing her address, and the two discussed it for 
about an hour. One possibility after another was 
brought up and discarded. Finally it came down 
to the sign location. Mrs. Ronis urged Lohr to 
request highway department permission to move 
the sign out 15 ft. to its original location. 

Back in Columbus, Lohr got in his car, rode 
up and down Route 81 and checked the sign’s 
visibility to oncoming traffic. For vehicles coming 
from the south, the sign was clearly visible 1,200 
feet away. But the bulk of the station’s traffic 
came from the north, and there the sign came into 
view only 200 feet away from the station. 
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Lohr was sold. He went to the highway de- 
partment and asked that he be allowed to move 
the sign out again as a temporary measure until 
the road widening began and all Route 81 sta- 
tions would have to pull their signs in. The high- 
way Officials agreed and the sign went back out 
on April 1. 

Once the sign was back in its old position, 
station volume jumped from 4,500 gal. in March 
to 14,000 gal. in April. “And it’s been climbing 
ever since,” says Lohr jubilantly. 

In August—admittedly a peak month—station 
volume set a new record of 28,000 gal. 

During 1957, TBA business totalled only $600, 
although it should be noted that the old unit had 
no bays. But by contrast, TBA for the first nine 
months of 1958 has run to a total of $6,100— 
$4,000 for tires, $1,500 accessories and $600 
batteries. “In fact,” says Lohr, “Tony Zerr will 
just about walk away with all our sales prizes.” 


As to the future, Lohr sees nothing ominous. 
When the highway is widened, he’ll have to pull 
his sign back in again, “but so will all the other 
boys up the line. The road is straight and the 
land is level. It shouldn’t affect us.” 


“Bus” Lohr’s main feeling today is one of re- 
lief. “When we rebuilt, I figured we needed 
17,000 gal. a month to make money, 11,800 just 
to break even. Now we're running way ahead 
of expectations and I see no reason why this 
should change.” 





Merchandising 


Credit Boom 


UNIVERSAL CREDIT CARDS con- 
tinue to make new headlines, almost 
as fast as the old ones are written. 

As NPN’s story on Diners’ Club 
and American Express came off the 
press last month (Dec. 58, p90), 
American Express announced signing 
of an agreement with American 
Motors. 

American Motors has endorsed the 
Amex card. American Motors’ 2,700 
dealers, like those of Chrysler, Ford 
and General Motors, will get the 
chance to tie into the Amex card sys- 
tem. Amex says it already has “thou- 
sands” of signed agreements from Big 
Three dealers. 

For oil men, Amex agreements with 
auto makers are significant. Customers 
will charge not only repairs and serv- 
ice on their Amex cards, but also 
gasoline and lube oil. Presumably, oil 
companies who supply car dealers are 
not directly involved so far in Amex 
transactions. 

The total number of retail estab- 
lishments now signed with American 
Express exceeds 25,000, the company 
says. Since last October, when Amex 
opened its credit shop, 500,000 con- 
sumers have picked up an Amex card. 

ay 1 is the date 
for Amex’ conversion to a_ plastic 
card-imprinter system. The company 
says three different imprinters may be 
used. In addition to Addressograph- 
Multigraph, as reported by NPN, 
Farrington Manufacturing and one 
other as yet unnamed company will 
get the Amex business. 

In other developments, American 
Express has signed another hotel 
chain, the Hotel Corp. of America. 
The chain includes the Roosevelt 
(New York), Mayflower (Washington) 
and Edgewater Beach (Chicago). 

Hilton Hotels has introduced its 
“Carte Blanche” credit card system. 
There’s no charge for the card unless 
it’s used in member shops outside Hil- 
ton Hotels. Then it costs $6. 

Interest in the booming credit field 
is reflected by a flurry of activity in 
Wall Street. American Express, Hil- 
ton and Sheraton Hotels (which 
merged its own credit system with 
Diners’ Club) have recently registered 
market gains. 

Diners’ Club stock has stayed pretty 
much on an even keel, reflecting some 
Wall Streeters’ feeling that the oldest 
universal credit card system could feel 
the pinch from competition. But some 
analysts, impressed by Diners’ contin- 
uing expansion, say the credit business 
is big enough for several companies. 





82 


Point-of-Sale Advertising—Built-in 


PLASTIC CANOPIES can serve as 


massive point-of-sale advertisements. 
Standard of Indiana will erect this 
panelled canopy soon at a choice 
downtown Chicago location. The can- 
opy is brilliantly lighted, will cost 


about $10,000. Standard says it’s 
strictly a one-time installation design- 
ed to draw fast-moving traffic. 

The canopy was the star of the 
show at the recent Plasti-Line sign 
clinic in Knoxville, Tenn. 


Memos for Merchandising Men... 





. Life insurance is the latest pre- 
mium to hit the trading stamp field. 
- Dollar Stamps, sponsored by P4-P 
Stamps, Inc., are now being given by 
450 St. Louis service stations. flying 


the plan: They give the: stamps on 

repairs, service and new car sales—up 
a limit ‘of $1,000 per sale. 
: "s how jit works: customers get 
‘ stamp for each $1 spent. Two 
boob stamps are good :for a one- 
year $200-life insurance policy written 
by. the Old Republic Life Insurance 
Co. of Chicago. 


The. maximum insurance aiiswedi 


“one person in the plan is $3,000. But, 
as individual $200 policies expire, they 

ean be renewed with 200 additional 
Dollar Stamps. 


Trading stamp men may adopt 
one “universal” stamp for use by 
companies. It won't happen 
right away, they admit, 
eventuall 


- Oil Co. is 


The blending pump is spreading. 
Two Chicago marketers are ing 
nine grades, ne Wayne's ‘multi- 
grade. i 
Barney Majewski's Great American _ 
using the dispenser fie 15 
stations. Martin Oil Service has. 
pump on an ae hav Sp at. 
two stations. : 

Majewski put in two | 


in. December. Now Great American 
is “sold” on the - virtues of custom 
blending. “It's the Jast word,” says 
Majewski, _who tells motorists to 
tailor their blend to seasonal needs 
as well as car requirements. 


Great American normally sells 
Deep Rock branded products. Majew- 
ski is dispensing a private brand, 
“Patriot,” from the blending i 
Each station also has a single gré 
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MOLYSULFIDE CHASSIS GREASE OFFERS MOTORISTS 
NEW, EASY-TO-UNDERSTAND BENEFITS 


Standard Oil (Kentucky) Promotes “Moly” grease to build new traffic 


“Moly” grease can help your stations 
sell more grease jobs ... more gas... 
more oil... more TBA. It’s a natural 
for dealer promotion because . . . 

e Customers can feel the difference in 
car handling after a “Moly” grease 
job. 

e Its benefits are easy to dramatize— 
it’s the first major improvement in 
chassis grease in years. 

Here’s how Standard Oil (Kentucky) 

promotes “Moly” grease 

When Standard Oil of Kentucky 

recently launched a full-scale promo- 

tion of “Moly” grease, full page news- 
paper ads showed motorists how 

Molysulfide protects from one grease 


job to the next. A-boards and steering 
wheel hang-tags highlighted the story 
at stations. Radio spots and direct mail 
suggestions were made available. A 
powerful publicity campaign supported 
the entire program. 


Make “‘Moly” grease your sales 
getter 


We'd like to tell your technical and 
marketing people how Molysulfide 
additive can build profitable volume 
for your entire line . . . Set the date now 
with a call to E. E. Smith, Manager, 
Chemical Sales, (LOngacre 4-2740), 
Climax Molybdenum Company, a Divi- 
sion of American Metal Climax, Inc., 
500 Fifth Avenue, New York 36, N. Y. 


hrm: 
rans aus ws me acu £ 
UST RE OR SHAS RST 


a 
WEW KIND OF CHASSIS GREASE 


(YC) WARIATON 


CLIMAX MOLYBDENUM 





Fuel Oil 





How a Five-Year Guarantee Plan 
Can Build Heating Oil Business 


To get more customers and hold them longer, a Maine distributor 
has come up with a five-year plan that’s keeping everybody happy 


THE GUARANTEE PLAN outlined at right is 
getting new customers and securing old ones for 
Ballard Oil & Equipment Co., Esso heating oil 
distributor in Portland, Me. 

Ed Hacker, Ballard’s president, says the package 
guarantee gives the company four solid benefits: 

e A strong sales tool. Ballard is the only com- 
pany in its competitive area with such a plan, and, 
says Hacker, “It makes the salesman’s job easier. 
He can offer a better financing plan for a longer 
period, thus reducing the amount of monthly 
payments.” 

e A longer hold on customers. The five-year 
term of the guarantee plan counteracts the tend- 
ency of some oil heat users to switch suppliers 
after three or four years. 

e A long-term burner service contract that’s 
good for four years. 

e Full price for the company’s equipment and 
service contract. Ballard’s sales staff puts the 
emphasis on the low monthly cost and what the 
buyer gets for it—not on the total cost of the 
guarantee plan. 


How Ballard’s Plan Works 

The five-year deal is offered to those who 
agree to have Ballard supply them with heating 
oil for the length of the installment repayment 
plan. 

With that one condition, a purchaser buys $400 
worth of oil-heat equipment. Under the factory 
warranty, Ballard services this equipment for one 
year. But, in effect, to extend that warranty to 
five years, Ballard sells the customer a four-service 
service contract at $25 a year. The bill now totals 
$500. 

This sum is now multiplied by a factor that 


By CORNELIUS BRODERSEN 
Fuel Oil Editor 


includes the finance charges to come up with the 
monthly instalment repayments. On such a $500 
deal, Hacker says, the monthly payments can be 
as low as $10.50. 


How Ballard Benefits 


“We have this business tied up,” Hacker says of 
the long-term supply and burner service contract. 
Competitors can’t “raid” such accounts by offering 
a so-called better deal on heating oil price or offer 
any “free service.” They know it’s a waste of time 
to approach such accounts. 

Even though such accounts are secure for five 
years, Ballard doesn’t ignore them. They get the 
same type of service Ballard offers its other ac- 
counts. Ballard wants them to be satisfied with 
its service because the company is looking past the 
five-year period. 

“Naturally,” says Hacker, “we want to keep 
as many of them as we can at the end of the five 
years.” And with the type of service that Ballard 
works to give its accounts, Hacker feels it’s a 
safe bet that most of them will be sold on the 
company once they’re finished making repayments. 

The five-year plan hasn’t cut fuel oil sales 
or burner contract sales expense at Ballard be- 
cause Ballard has already cut this expense by 
automatic renewal clauses in oil and burner service 
contracts. Accounts who want to cancel either 
contract must give 30 days’ prior written notice. 

But Hacker says the five-year plan could cut 
down such sales expenses in companies that prefer 
not to use the automatic renewal clauses. Sales 
effort—and time—could then be spent on new 
business, not soliciting renewal business. 


What's in the Plan for Buyers 

Under the package guarantee plan, oil heat users 
can forget all about their heating plants. Through 
the contract, they've given full responsibility for 
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How the Guarantee Plan Works... 


Distributor Ed Hacker (left) offers a five-year package 
guarantee to installment buyers of heating equip- 
ment. Accounts buy plant plus guaranteed service 
under a five-year supply agreement. Rates for equip- 
ment and service run as low as $10.50 a month. 


How the Plan Pays Off... 


The Distributor Gets ... 





e A strong sales tool 

@ A longer hold on customers 
@ A longer burner contract 

@ A full price for equipment 


The Consumer Gets .. . 





e@ Assured burner service and 
inspection at no extra cost 


@ Two extra years to pay 
@ Built-in insurance policy 





burner operation, inspection, cleanup and mainte- 
nance to Ballard. The company emphasizes that this 
comes at no additional cost to the customer for the 
five-year period, except for oil. And that, too, can 
be set up on a monthly budget plan. 

By picking up the Ballard plan, oil heat users 
have two additional years in which to pay for 
their heating plant. A regular home improvement 
loan from a local bank would have to be repaid 
within three years. This, Hacker says, would 
mean higher monthly payments—and oil-heat users 
still wouldn’t be getting everything they get in 
the Ballard package. Heating plant check-up, clean- 
ing and maintenance would still be additional 
extra-cost items. 

Under the Ballard plan, homeowners are pro- 
tected in case of death to the head of the family. 
The purchaser’s life is insured by Ballard, with 
the cost of the premium included in the monthly 
payments. In the event of death, the insurance 
coverage—which is equal to the amount owed 
Ballard for the heating equipment—is paid to 
Ballard. But Ballard still carries out its part of 
the agreement on service for the full five years. 


How Ballard Sells the Package 


Hacker says that about 20% of Ballard’s 
equipment sales come under the five-year package 
deal. 

That’s mainly because Ballard hasn’t gone over- 
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board in advertising to talk up the plan. It does 
use local newspaper space to advise prospects to 
check into Ballard’s monthly plan, suggesting that 
they call Ballard’s office for further details. There 
is no straight advertising about the five-year plan 
itself, nor about any of its components. 

Ballard arranges all financing for the long-term 
plan, using local banks. Its own credit depart- 
ment checks the credit background of all prospects. 

Such pre-screening helps the salesman calling on 
a prospect who wants further information about 
Ballard’s low-cost plan. “It avoids the awkward- 
ness and embarrassment of telling the prospect 
later that his credit standing isn’t too good, that 
his heating equipment can’t be financed by us,” 
Hacker says. s 
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5 5 cog ead lego Trouble free, sure priming, no check valve; Gorman- 
at 150 psi. s Rupp leads the field in petroleum transfer pumps. 

35 ro yeh See your Gorman-Rupp dealer today. 
625 43 

740 54 

850 64 

950 73 139 
tv. Sucon in coded 3 eral emerge THE GORMAN-RUPP COMPANY 
cy valve, tubing, manifold, meter, air elimi- 


tor, outlet f t, 3” three- Ive, sucti P - 
neorapcberyy yor and ip netpted Conga 305 Bowman Street * Mansfield, Ohio 
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Fuel Oil 


TWO CARDS and a dispatch board did away with one employe and three trucks for this Omaha fuel-oil jobber 


How a Jobber Saved $7,000 a Year 
By Revamping His Degree-Day System 


EACH TIME one of Updike Lumber 
& Coal Co.’s 3,500 heating oil ac- 
counts needed a delivery, a clerk 
pulled a degree-day card and wrote 
up a separate order ticket for the dis- 
patcher. 

It was taking too much time and 
costing too much money. 

“We had to do something,” says 
Clancy Reams, manager of the petro- 
leum division of the Omaha, Neb., 
company. 

Updike’s answer was to revamp its 
degree-day system. Now each ac- 
count’s records are kept on two per- 
manent cards, one of which does away 
with writing separate orders. The sys- 
tem’s faster, simpler, and saves Updike 
$7,000 a year. 


How the New System Works 

Updike uses one card as a master 
record for each account. The card 
shows grade of oil used, tank capac- 
ity, burner make, approximate gallons 
used, delivery dates, degree-day totals 
for each delivery, and a recomputed 
“K” factor after each delivery. 

A new card generally is made up 
each year. “We do it in the slack pe- 
riod now,” Reams says. 

The second card is the degree-day 
record. It lists much the same data 
as the master card, plus the degree- 
day of delivery, the next projected 
degree-day delivery, truck making the 
delivery, meter ticket number and 
credit approval. 

These cards are filed in steps of 
100 degree days for quick, easy han- 
dling and are usually pulled 150-200 


degree days ahead of actual delivery. 

When cards are pulled, they go to 
the dispatcher, who mounts them on 
a dispatch board (the cards have punch 
holes for easy mounting on hooks) ac- 
cording to truck and driver. They 
never leave the office. 

With such a visual arrangement, 
the dispatcher has a good idea what 
demands are going to be made on 
his department days ahead of time. 

And by watching weather condi- 
tions, he can schedule deliveries 
among his drivers for greatest flexibil- 
ity, making sure deliveries get out on 
time, even ahead of time if necessary. 

After deliveries are made, the de- 
gree-day cards go back to the clerk 
for processing. The clerk completes 
each master card and each degree- 
day card with information taken from 
a copy of the delivery ticket. Then 
she refiles them according to the next 
projected delivery. 


How Updike Saves Money 

Reams says the permanent card set- 
up makes it possible to handle degree- 
day records with one less employe, 
and to deliver with fewer trucks. 

“We are saving about $3,600 a year 
in the salary we paid the extra clerk 
under the former system,” Reams says. 

The main job of that extra clerk 
was to pull the degree-day file cards 
and write out separate tickets for the 
dispatcher, showing the names and 
addresses of accounts needing oil. Dur- 
ing the course of a heating season this 
this job entailed writing more than 
21,000 orders. 
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In the December-February peak of 
each heating season, Updike seemed 
to be forever trying to catch up with 
degree-day deliveries, Reams says. The 
bottleneck was “those separate order 
cards,” he adds. 

Besides, the dispatcher wasn’t get- 
ting enough lead time to schedule de- 
liveries properly. The new two-card 
system not only did away with these 
difficulties, it also cut down the num- 
ber of delivery trucks from 15 to 
12. “We found that we could do the 
same amount of delivery work with 
three less trucks, so we sold them,” 
Reams says. 

Savings in maintenance, insurance, 
license fees, gas and oil, and part-time 
driver salaries for these three trucks 
come to about $3,630 a year, Reams 
estimates. Part-time drivers had been 
picked up during peak periods from 
Updike’s lumber operation. 

The new degree-day system is also 
improving customer acceptance of au- 
tomatic oil heat in a natural-gas area. 

Under the former system, Updike 
was getting too many out-of-oil calls. 
With 85% of the customers on sup- 
posedly automatic degree-day delivery, 
something had to be done. 

“We licked the problem with our 
new degree-day system,” Reams says. 

The two-card system isn’t Updike’s 
final word on degree-day deliveries. 
“We'll make improvements as we can 
afford them,” Reams says. 

Eventually Updike might turn to a 
single-card system, each card having 
a nameplate for stamping delivery 
tickets. & 
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universal joint action 


HOSE 
SWIVELS 





twisting 
kinking 
tension 


short shank type for 
use on all conventional 
nozzles 


No. 3-A 
long shank type 
for use on all 
automatic shut- 
off nozzles 


No. 3-AC 

long shank type 
with built-in check 
valve 


OPW Hose Swivels make gas 
tank fill-pipes easier to reach, 
hose much easier to handle, pre- 
vent or reduce tension damage to 
hose caused by “stretching” to 
reach fill-pipes of cars not close 
enough to gas pump. 


Get Bulletin F-43 today. 
OPw CORPORATION 


2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 
Kirby 1-5400 
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Fuel Oil 


Fuel Oil Stamps in Chicago 


Indiana Standard’s new plan threw a scare 
into some, now begins to seem less alarming 


HEATING OIL marketers in Chicago 
are recovering from a case of jitters 
they developed when Standard Oil 
Co. (Ind.) started giving S&H trading 
stamps with heating oil in the city 
and suburbs. 

After a second look, many have 
adopted a wait-and-see attitude; they 
still think they have the edge. 

Why Standard Went to Stamps— 
Indiana Standard says only that it 
went to stamps “to meet competition.” 
A major part of this competition pre- 
sumably comes from Oklahoma Oil 
Co., which has a coupon merchandise 
plan. 

The plan was started five years ago 
by South Side Petroleum (a subsidiary 
of Oklahoma), now merged with its 
parent in Jersey Standard. 

Nobody got excited about South 
Side’s coupons because the firm was 
selling generally 0.5¢ above the mar- 
ket. And few marketers were think- 
ing of stamps then: stamps have only 
become a big factor in the area in the 
last 15 months. 

Competitors hint Indiana Standard 
took the plunge to improve its position 
in the market. They say Standard has 
only about 7% of the market in its 
home city. 


Kee 


“Memos for Fuel Oil Men .. 


Oklahoma reports it’s gained gal- 
lonage since the coupon plan went 
into effect. It says it now has less than 
7% of the market; how much less 
it won’t say. But the company adds 
that some of the new gallonage comes 
from ad budgets, improved services, 
and two-way radio truck dispatching. 

The Second Look—Oil marketers 
began to breathe easier when Standard 
raised heating oil price 0.3¢ gal., pre- 
sumably to cover the extra cost of 
stamps. 

Some stopped to think they could 
still undersell Standard and offer more 
service, such as burner work on con- 
tract or per call, which Standard shies 
away from. 

How long Indiana Standard will 
continue not to offer this service is 
uncertain. A Standard spokesman 
merely says, “We’re aware burner 
service is offered by many.” 

Other developments Chicago-area 
marketers are happy about: Standard 
is letting drivers and salesmen spread 
the word on stamps. No newspaper, 
radio or television ads have mentioned 
stamps so far. And Standard is letting 
its truck drivers handle the stamps, 
an extra duty some may not cotton 
to. 





Heating oil jobbers who handle or 
are thinking of handling air condi- 
tioning may be interested in this 
new book: Residential and Com- 
mercial Air Conditioning, Mc- 
Graw-Hill Book Co., 300 pages. 
‘It’s written by Charles H. Burk- 
hardt, national secretary of Oil- 
Heat Institute’s distribution divi- 
sion. 

Two pounds. of gasoline and 


oo gene Se 
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THE FAMOUS U.S. ROYAL LINE 


1. U.S. Royal Curb Pump Hose ?-5167 for dispensing 


gasoline from service station pump to car or truck. 


A remarkable new hose for both external drape and inter- 
nal retractable pump. This almost indestructible hose has 
extreme flexibility and will outlast by 214 times the life of 
conventional curb pump hose. Steel braid carcass, positive 
static connection. A time and money saver since it works 
well with all pumps. Complete resistance to sub-zero stiffen 
ing or cracking. Approved by Underwriters’ Laboratories. 


Specifications: Lengths to 50’ or specified cut lengths. Sizes: 
4” inside diameter, 114” outside diameter, weight per 100’, 
only 38 pounds, 


3. U.S. Royal Farm Fuel Hose P-5138 for pumping 
gasoline or diesel oil from pump to tractor or other farm 
equipment, 


Has the wall bulk to prevent kinking. Neoprene tube resists 
erosive action of oil or gasoline. Neoprene cover is oil, sun- 
light and abrasion resistant, reinforced carcass of single cot- 
ton braid. 


Specifications: Available in continuous lengths, usually sold 
in &- or 10-ft. lengths with couplings. Sizes: 54”, 34” and 
1” (ID). 


2. U.S. Royal Gasoiine Pump Hose P-5119 for serv- 
ice stations. 


A great favorite with station attendants because of its easy- 
to-handle flexibility and resistance to cold-weather freezing. 
A double-purpose hose for both reel-type and drape-type 
pumps. Small outside diameter. Synthetic fabric carcass in- 
terwoven with spiral steel wire for greater strength. Listed 
by Underwriters’ Laboratories. This hose has a_ positive 
static connection from coupling to coupling. 


Specifications: Lengths to 150’ or specified cut lenghts. Sizes: 
¥%,” (ID) 114%” (OD). Weight: 38 pounds per 100’. 


4. U.S. 5177; three 


braid, P-244: two braid. 


Used principally for loading racks and for tank truck de- 
livery of gasoline, aromatic oil and diesel fuels; for wet or 
dry service. The heavy gauge Neoprene cover is oil resist- 
ant and stands up under roughest of handling. Hose is light 
in weight, surprisingly flexible. Conforms readily to reel 
even in sub-zero temperatures. Static wire will be furnished 
if requested. 


” 
, 


Specifications: Furnished in lengths to 175’. Sizes: 1”, 114 
134” and 114,” (ID). 





OF OIL MARKETING HOSE 


5. U.S. Royal Aircraft Refueling Hose P-5150 for 
hydrant type refueling systems and for systems carrying hose 
on reels in relatively small spaces. 


No modern airport would be without this extremely light 
and flexible collapsible hose with its excellent racking char- 
acteristics. Tube of Buna-N resists all aircraft fuels. Carcass 
of two plies of high-strength Ustex® cord fabric; Neoprene 
cover withstands abrasion, heat, sunlight. 


Specifications: 50’ lengths; 114”, 2” and 214” (ID). 


<—_ 


7. U.S. Royal Tank Wagon Hose P-5!20 for suction 
or discharge on tank cars or trucks. 1” size used for gasoline 
pump service. 


Specially compounded tube of oil-resistant Neoprene, car 
cass of circular woven cotton, interwoven with round steel 
wire. Body wires connected to couplings at each end assure 
static connection. Tough Neoprene cover unaffected by oil 
or rough handling. 


Specifications: Sizes 1”, 114”, 114”, to 150’ lengths. Sizes 2”, 
214”, 3”, 4”, to 50° lengths. 


6. U.S. Royal Aircraft Refueling Hose P-5178 for 
aircraft refueling and defueling. 


Specially developed tube to handle aromatic fuels. Strong 
three-braid rayon carcass to resist high pressure and rough 
service. Tan non-marking Neoprene cover is unaffected by 
elements or petroleum products and is resistant to abrasion. 
Static wire furnished if requested. 


Specifications: Sizes 1”, 114”, 134”, 114”, to 150’ lengths. Sizes 
2”, 21%”, 3” and 4”, to 50’ lengths. 


8. U.S. Royal LPG Hose P-514! for tank wagon de- 
livery of propane and butane gas. 14.” size used as a vapor 
return line (to equalize pressure, remove excess gas from 
tank during filling) . 


Very strong, very tough and very flexible. Both tube and 
cover of specially compounded stock to prevent permeating 
action of liquefied petroleum gas. Pesitive static dissipation. 
Cover cannot blister. Hose surpasses all safety regulations. 


Specifications: Sizes 14” to 1”, to 500° lengths. Sizes 114” 


through 3”, to 50’ lengths. 


ASK TO SEE THE U.S. ROYAL AIR HOSE, WATER HOSE 
AND COMPLETE LINE OF COUPLINGS, V-BELTS AND PACKINGS 





EXTERNAL 
DRAPE 


The hose 
goes with 
curb pump. 


U.S. ROYAL 


Mechanical Goods Division 


Ik) United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL. RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Lubrication 
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Oil Ratios Still Slipping 


MOTOR OIL RATIOS dipped slightly during the 
spring-summer 1958 reporting period. 

The spring-summer ratio was 1.06, a decline of 
four points from the 1957 figure of 1.10. The drop 
follows the general pattern of declining ratios, dom- 
inant since NATIONAL PETROLEUM News first be- 
gan measuring sales ratios of motor oil 11 years 
ago. 

Lube marketers can take heart from one fact, 
however. The four-point decline was the smallest 
since spring-summer 1955, when ratios turned tem- 
porarily upward. Also, following the pattern of the 
last several years, the spring-summer 1958 ratio is 
well above fall-winter 1957-58’s all-time low of 
0.96. 

The NPN motor oil ratio represents the number 
of gallons of motor oil sold for each 100 gal. of 
gasoline moved through service stations. A ratio 
of 1.06 is equivalent to one gallon of motor oil 
sold per 94.3 gal. of gasoline. 


NPN’s figures are based on motor oil ratio re- 
ports submitted by 24 companies, not on total 
motor oil sales figures. The 24 marketing com- 
panies make up 43 marketing units in five Petro- 
leum Administration for Defense (PAD) districts. 


Here’s the picture district by district: 


PAD District 1956 1957 1958 
1 (East Coast) 1.23 1.08 1.07 
2 (Midwest) 1.24 1.10 1.07 
3 (S.W.—Gulf Coast) 1 Be, 1.17 35 
4 (Rockies) 1.27 1.14 1.09 
5 (West Coast) 1.11 1.09 0.96 
U.S. Average 1.23 1.10 1.06 


During this reporting period, 13 marketing units 
reported ratios below 1%. Last spring-summer, 
only 10 dropped below that mark, and in 1956, 
only one. Of the 43 marketing units, 24 showed 
ratios lower than last year; 17 posted slight gains 
and two remained the same. 


Once again, increasing mileage between crank- 
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case drains is the culprit behind shrinking motor 
oil ratios. The average motorist drove 2,906 miles 
between oil changes in spring-summer 1958, an 
increase of 518 miles over 1957. There was an 
increase of only 78 miles in the total average mile- 
age per car in the reporting period. 

Motor oil sales volume at stations declined 
only slightly from spring-summer 1957. An in- 
crease of 2.5% in the passenger car population 
was the balancing factor here. 

But the average service station customer bought 
0.44 qt. less oil during the period than during the 
previous spring-summer season. With more than 
57-million cars on the road, that slight loss per 
car represents a total loss in sales potential of 
more than 6-million gal. of oil. 

In the past five spring-summer reporting periods, 
there has been a decline of 13.7% in motor sales 
volume through service stations. The passenger car 
population rose 21.4% in that period, but the rise 
was Offset by a drop of 28.9% in consumption 
per car. 

Various factors are alternately blamed for the 
decline: poor driveway selling, “unrealistic” drain 
period recommendations by auto makers, better 
oils and greases, lack of consumer education. What- 
ever the causes, lube marketers are hoping the 
$75,000 appropriation recently given the API lube 
committee will bear fruit in reversing the trend. &@ 


Want More Details? 


NPN has prepared tables showing (1) motor 
oil ratios for service stations in 43 marketing 
units; (2) breakdown of 17 units that report both 
overall and station-only ratios; (3) breakdown 
by individual consumption; (4) station oil sales 
ratio for spring-summer periods 1952-58. You 
can get them by writing to Reader Service De- 
partment, NATIONAL PETROLEUM News, 330 
West 42nd St., New York 36, N.Y. Ask for 
“Data Sheet MO-1. 
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LATE NEXT YEAR the lubrication-less automo- 
bile chassis begins what may well be an invasion 
of the U. S. market. It’s bound to reshape some 
thinking in oil marketing. 

At least two 1960 model cars introduced next 
fall—Ford’s Thunderbird and small car—will re- 
quire no chassis lubrication at all. 

Consensus of Detroit automotive sources is that 
this will start the ball rolling, and perhaps within 
two to three years practically all new cars will have 
lube-free chassis. 

This thinking comes as no surprise to the oil 
industry. Last fall W. M. Drout, Jr., Esso Standard’s 
manager of marketing economics, acknowledged to 
the National Lubricating Grease Institute the trend 
to greaseless chassis. 

“More optimistic automobile people,” he said, 
estimate that grease fittings will entirely disappear 
from new models by 1961, while “the more con- 
servative” see this happening by 1963. 

Whatever the speed of the trend, Drout pointed 
out, the effect on grease consumption will be sof- 
tened because there will still be older cars on the 
road with fittings. He estimated the average number 
of grease fittings per car on the road will drop from 
21 in 1957 to about seven in 1965. (For more on 
Drout’s speech, see page 96.) 


What's Going On in Detroit 


The tip-off came from American Metal Products 
Co., Detroit, reporting it had perfected a non- 
lubricated lifetime fabric bearing that would be 
used on at least one 1960 model car. 

Automotive sources then disclosed that Thunder- 
bird and the small Ford car for 1960 would be 
introduced next fall with the no-chassis-lube feature. 
Decision of other Ford divisions on following suit 
is still up in the air. 

Chrysler says it’s made progress toward this ob- 
jective, but from an engineering standpoint doesn’t 
feel ready to spring it. Sources report, however, 
that Chrysler is close enough to come out with a 
lube-free chassis if competition demands it. 

The same appears to be true for General Motors. 
If competition forces the issue, GM divisions can 
be expected to follow suit even though engineering 
may decide the move’s a bit premature. 

One big three spokesman sees development of 
the lube-free chassis as just another step in an 
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Lubrication 


Lubeless Chassis Due in 59 


all-out effort of the automotive industry to make the 
modern car as service-free as possible. Ultimately 
this would include engine oil, transmissions, rear 
axles, and any other component that might need 
periodic field service. 


Where Do We Go from Here 


“What we’re aiming for,” says the spokesman, 
“is a car which will require checking (not neces- 
sarily service) every 5,000 miles. The only thing 
a customer would have to worry about is keeping 
the car filled with gasoline. 

“We look for a closed cooling system that is 
factory sealed. Even with tires we see develop- 
ments ahead which will preclude the need for peri- 
odic checks on tire condition.” 

Another bearing maker, Thompson Products of 
Cleveland, has also been working on the lube-free 
auto bearing. It'll probably be among suppliers of 
the new devices for either 1960 models or those 
following immediately. 

As it looks now to informed guessers in Detroit, 
one or two other models with lube-free chassis 
could possibly come out in the fall of 1959. The 
following year the number could double or triple. 
Then the road would be paved for completion of 
the transition in the fall of 1961 or 62. 


Economy Drive: Fuel on the Fire 


The trend to lubeless chassis gets added push 
from the economy drive in the U. S. auto market. 

Detroit planners are not overlooking the attrac- 
tiveness now of an economy package based on the 
lube-free chassis. Thus it’s not surprising that this 
feature is appearing on Ford’s first small car. 

Admittedly the average motorist probably 
wouldn’t save more than say $18 a year in lube 
jobs (at $1.50 each). But the fiber bearings make 
other claims: greater fuel economy, lower initial 
cost, and lower cost per replacement item. 

If these claims prove out, the lube-free chassis 
looks like a saleable economy package. 

American Metal Products says its Teflon fiber 
bearings, called Fiberglide, have been tested for 
90,000 miles in autos without sign of wear. 

The bearing is made of a spherical ball stud, 
around which a fiber socket is molded on an as- 
sembly into a metal housing. 





Lubrication 


Coming: New Oil Sales Tool 


Socony Mobil wants a Fotoscope in every station, 
hopes its new tester will boost motor oil ratios 


A NEW WEAPON in the fight for 
motor oil sales will bow this spring 
at Socony Mobil stations. 

Sometime in March, Socony will 
begin wide-scale distribution of the 
Fotoscope Oil Condition Tester. The 
Fotoscope is a photoelectric cell de- 
vice that checks the condition of 
crankcase oil. 

The Fotoscope is currently under- 
going market tests in two upstate New 
York areas, Syracuse and Albany. 
From market test results, Socony will 
decide how to merchandise the device. 

It’s already been mechanically 
tested and approved by Socony and 
two marketing subsidiaries, General 
Petroleum and Magnolia. Researchers 
found an 81% correlation between 
Fotoscope readings of crankcase oil 
and laboratory analyses. 

The Fotoscope measures only solid 
contaminants, not acid content and 
fuel and water dilution. But for all 
practical purposes, say Socony offi- 
cials, it can tell a motorist when his 
oil is unfit for further use. 

The device is “simple enough for 
a 12-year-old to operate,” Socony 
men say. Peter Schladermundt, So- 


Memos for Lube Men... 





Future oil can prices will be more 
sensitive to changes in the cost of 
labor and sheet steel. 

That’s the meaning behind recent 
changes in pricing policies an- 
nounced by American Can Co. 
American has: 

© Dropped the practice of “gen- 
eral” pricing under which all cans 
cost nearly the same. (From now 
on, each specific can will carry its 
own price tag). 

e@ Discontinued pricing by geo- 
graphic areas. Each American Can 
plant will now set its own price 
structure, based on its own costs. 

The immediate effect of the pol- 
icy shift, American says, will be a 
reduction in can costs for most 
customers. Total savings, says the 
company, should be $9-million. Bar- 
ring an increase in steel prices, 
American expects to hold its new 
price line until October, 1959. 

William C. Stolk, president, 
points out that steel prices have 
jumped 109% since 1946. Labor 
costs have risen 166%. The two 


cony’s designer, contributed a simpli- 
fied dial face and a compact, easy- 
to-handle case. 

Socony expects good reaction to 
the Fotoscope, and says a large pro- 
portion of customers in test areas re- 
acted favorably to it. They accepted 
readings without question and in many 
cases ordered an oil change as a 
result. 

The company’s aim is to put a 
Fotoscope in every station. The cost 
is low—around $25. Executives be- 
lieve it can be a “highly effective 
sales tool” for dealers, and could help 
boost motor oil sales. 

Competition may pick up the idea 
if it works well for Socony. The prin- 
ciple is simple. Socony might be will- 
ing to license the device, but it’s 
probable that other marketers will 
come up with their own versions. 

Another motor oil tester for use 
at stations was recently granted a 
patent. (NPN—Nov. °58, p165). The 
device, invented by Tyler Kay of 
Buffalo, N. Y., measures detergent 
qualities by exposing an oil sample 
to an element composed of “indi- 
cator materials.” 


make up as much as 85% of the 
cost of a finished can, but prices 
of cans have increased only 93.5% 
in the same time. 

American claims it has absorbed 
much of the price rise through 
modernization of its facilities. The 
implication is that future jumps in 
the cost of steel, labor and freight 
will be followed by almost certain 
increases in the price of cans. 


Plastic cans are moving a little 
closer to your filling lines. 

Sumner Sollitt Co. is reportedly 
making a cost and feasibility study 
of plastic materials for a major lube 
packager. Interest centers in the 
possible uses of high-density poly- 
ethylene (NPN—Oct. °58, p125). 

A second Midwest development 
indicates that researchers may be 
on the track of a solution to leak- 
age problems. Saran, a tough, ad- 
herent plastic, is reportedly being 
tested as an interior coating for 
linear polyethylene, to prevent de- 
terioration of seams and seals. 


Can Grease Climb 
Out of the Hole? 


GREASE MARKETERS face a tough 
road ahead in the next several years. 
They'll have to find ways to check 
imminent losses in the automotive 
grease market. 

That’s the reaction of marketing 
experts to a fact-laden but gloomy 
forecast made by W. M. Drout, Jr., 
manager of marketing economics for 
Esso Standard Oil Co. 

Drout recently warned members of 
the National Lubricating Grease In- 
stitute that there would be an over-all 
decline of 48% in automotive grease 
demand by 1965, if expected techno- 
logical improvements shape up. 

Drout sees two ways to fight the 
decline: (1) develop improved, longer- 
lasting greases, and (2) seek out and 
develop new grease markets. 

Drout thinks better grease would 
postpone—for a few years at least— 
the invasion of greaseless fittings. If 
greaseless fittings do take over, he 
says, you can expect a drop of 67% 
in demand in the passenger car field 
alone. If better greases can hold them 
off, there might be a slight over-all 
demand increase. 

At best, this is only a stop-gap 
measure. Indications are that the real 
future lies in development of new 
markets in the industrial, farm and ~ 
transportation fields. 

Some marketers think Drout is a 
bit pessimistic; a few say they’re not 
ready to give up on the passenger 
field yet. 

But no one disputes Drout’s figures 
(compiled from surveys made by 
NATIONAL PETROLEUM News, Chek- 
Chart, Esso and others). And all 
agree basically that something has to 
be done soon. 











ART. 
WINBURG 


“Have gun, will travel. Get it?” 
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Anderson Fuel Cuts Operating Costs With More Efficient Equipment 


Anderson Fuel, Inc. of North Scituate, Mass., has recently 
completed an expansion program to improve service to their 
fuel oil customers. The program includes the installation of 
two new 10,000 gallon, above-ground storage tanks which 
brings their total capacity to 50,000 gallons, a new 2,250-gal- 
lon home-delivery truck and a 5,500 gallon over-the-road 
transport. 

The new home-delivery truck is equipped with a new 
2MIG Marlow Power-Take-Off Pump that doubles the de- 
livery rate of the old trucks. The performance of the Marlow- 
equipped truck is so efficient that Anderson now plans to 
equip three of their four old trucks with Marlows. The fourth 
truck will be retired and Anderson will still be able to service 
more customers, faster, at less cost! 

Anderson’s new over-the-road transport is also Marlow- 
equipped. It uses a Type “T” Engine Driven Pump that is 
mounted in a compartment of the truck to unload and strip 
the transport in 20 minutes. Overall, according to the Ander- 
son people, the plant is now able to more than meet the 
competition of other companies in the area. 

If your problem is that of meeting tougher competition, 
look to Marlow for your answer. Marlow builds a complete 
line of petroleum handling pumps for increasing the effi- 
ciency of bulk plants, home delivery trucks and transports. 
For details, see your Marlow dealer or write direct for 
Bulletin PM-06. 
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This engine driven Type “T” Marlow self-primer unloads 
and strips Anderson Fuel’s 5,500 gallon over-the-road 
transport in 20 minutes. 


MARLOW PUMPS°® 


DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


Morton Grove, Illinois * Longview, Texas 


97 





Management 





How a Top Commission Agent 


Lamar Turner, Conoco agent in Corpus Christi, Tex., believes that 
where there's “mutual admiration and cooperation,” a commission 
agent can ensure his own future. Here's how he does it 


SOME COMMISSION AGENTS are wondering 
about their futures in oil marketing. But here’s 
how Continental Oil Co.’s agent in Corpus Christi, 
Tex., Lamar Turner, did last year: 

¢ Sold more than 6-million gal. of gasoline. 

e Sold $125,000 worth of TBA. 

e Made profits on a half-interest in a 1.2- 
million-gal.-a-year LPG firm. 

e Earned rental income from 18 of the 44 
service stations he supplies. 

Most agents who are concerned about their fu- 
tures fear that their suppliers are either (1) too 
“jobber-minded” now, or (2) believe their agents 
should be replaced with salaried operators. 

But agent Turner demonstrates that where you 
have “mutual admiration and cooperation,” the 
agent can provide his own future security. 

Turner has been a “Conoco man” since 1931. 
He started as a salaried employe, then became a 
jobber, and finally an agent. He doesn’t think 
there’s a finer oil company than Continental. 

And Continental is just as high on Turner. 


Turner's Aim: Controlled Business 


That’s what Turner’s been seeking since 1953. 
And Continental has been helping him get it. 

Prior to 1953, big station building programs 
carried out by other companies in Corpus caused 
Turner’s business to fall off slightly. To hold on 
to what he had, and to grow, he had to join 
the station building parade. So he worked out an 
informal agreement with Continental. 

Continental agreed to try to build a station for 
each one he built. In addition, the company made 
available to him financial aid (which it also offers 
to most of its other distributors) for constructing 
new outlets. 

Under this arrangement, Turner has built seven 
stations since 1953 and Continental eight. 

Besides building stations, Turner also started out 
after long-term leases on individual stations. 

“I started seeking control of my retail outlets 
not as something to hold over my supplier’s head, 
but because that was the only way I could assure 
myself of future business. When you are supplying 
individually owned stations, you have them today 
and somebody else gets them tomorrow,” he says. 


By MARVIN REID 
Southwest Editor 


Today he owns 18 stations outright and has 16 
others under long-term lease. Continental owns 
another 10. With these, Turner believes he has the 
Corpus market “saturated” with Conoco stations. 

He and Conoco are building outlets on ap- 
proaching highways to the city. There are about 
a half-dozen of these, with Continental putting 
up one for each one Turner builds. 

Most of the stations supplied by Turner are 
average-gallonage outlets. He has one that pumps 
35,000 a month, a few others 30,000. But most 
are in the 15,000-20,000-gal. class. With about 75 
private-brand stations plus other majors in Corpus, 
few outlets of any brand sport any real fancy 
gallonage figures. 

Turner uses the example of Continental helping 
him build stations to point out what he means 
about the two “working together.” If he had a 
supplier less inclined to aid in building outlets, 
“we would both be seriously hurt by now.” 


How He Gets and Keeps Dealers 


Unlike some jobber and agent distributors, 
Turner doesn’t shy away from giving financial aid 
to keep his stations staffed. He has helped about 
two-thirds of his present dealers, loaning them 
over $60,000. 

This amount, he feels, is small potatoes com- 
pared with his total station investments. 

“It costs,” he estimates, “close to $2,000 for 
each 1,000 gal. of controlled business. That counts 
buying or leasing properties, building the stations, 
and everything. 

“When you have an investment like that, you may 
as well go a step further and extend loans to get 
the type of man you want to your stations.” 

Turner looks for the kind of man who wants to 
own his business and is physically and mentally 
qualified to operate a station. By “mentally quali- 
fied” he means one who really knows what running 
a station is like. 

He’s found the most lucrative dealer recruitment 
field in the lubrication bays and on the driveways 
of his own stations. 

“These men often make real good dealers. But 
most of them need a financial lift to get in a sta- 
tion of their own,” says Turner. “We offer two 
different plans, depending on the prospect and what 
he has. 

“If he has no capital and nothing he can put 
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Built a Secure Future 


eS OIL COMpy Vy 


S CHRISTI, TEXAS 


COMMISSION AGENT Lamar Turner (right) and Cono- 
co’s Ershel C. Redd. They work together to develop 
Turner Oil Co.’s built-in security: controlled business 


up as collateral, we try to put him in a station on 
a commission basis. Then, when he gets where 
he can see a little financial daylight, we help 
him become an independent dealer if he wants 
that type of operation. 

“Our other deal is to loan part or all of the 
normal investment (from $2,500 to $5,000) re- 
quired. The new dealer has to have some col- 
lateral—an automobile or other property that can 
be mortgaged—before we'll go on this one. 

“Naturally, we prefer to find the kind of man 
we want who has capital.” 

The commission-type operator and the financed 
dealer are both watched closely. Both are bonded 
and insured. A station supervisor (who also sells 
TBA to the stations) visits each one daily to pick 
up reports designed to keep the operators “from 
getting in debt.” 

The financially-aided operator pays 2¢ gal. rent, 
1¢ of which goes to pay off the principal and 
interest (bank rates) of his loan. When that’s paid, 
his rent reverts to the standard 1¢ gal. Turner 
charges all his lessees. 

Over all, Turner has been well pleased with 
his dealer-aid program. He says there have been 
few cases where he’s lost money. But he thinks 
any distributor giving aid as he does needs to 
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keep close, daily checks on the operators to help 
before, not after, they get in trouble. 


How Turner Pushes TBA 


The right dealer in the right location will sell 
gasoline, Turner believes, because he feels that’s 
what he’s in business for. But some won't em- 
phasize TBA as they should, to get a good, well- 
balanced operation. 

Turner tries to get his dealers interested in TBA 
when they first start with him. He doesn’t hold 
merchandising clinics or such himself, but does 
try to get them to take advantage of any training 
offered either by Continental or the company’s 
principal TBA supplier, B. F. Goodrich. 

He also consigns TBA stock to his commission- 
type stations and others he loans money to, so they 
won't have their capital tied up on inventories. 

After the operator is in, a combination TBA and 
station supervisor salesman calls on him daily. 

This man drives a TBA “pie wagon,” and 
tries to get all stations on a TBA shelf-stock plan, 
which means he replaces stock daily as it’s sold. 

This system is helpful to both parties. For the 
dealer who buys instead of taking on consignment, 
it means his TBA inventory is workable but not 
large enough to tie up a lot of capital. For Turner, 
the frequent calls mean more sales and help him 
keep closer tabs on his stations. 

His TBA man doesn’t call on competitive sta- 
tions. “We keep busy enough with our own.” 


LPG and the Farm Trade 

Like others, Agent Turner has seen what was 
once a fairly good farm business slip in the face 
of LPG competition. Where he once sold over 100,- 
000 gal. of gasoline a month to farm accounts, he 
now averages less than 40,000 gal. 

To help offset this, he and Continental’s agent 
in Alice, Tex., went into the LPG business a few 
years ago. This firm, the South Texas LPG Co., is 
currently averaging about 100,000 gal. a month. 
Due to the seasonal nature of farming, sales are 
much higher some months and lower others. 

Besides investing in LPG, Turner continues to 
go after what farm gasoline business he can get. 
He has two driver-salesmen, who make farm 
deliveries and collections on a commission-pay 
basis. He also has two other driver-salesmen for 
his service station accounts, who also work on a 
commission-pay basis. One handles transport de- 
liveries, the other handles other accounts. 

Turner doesn’t go after commercial accounts. A 
survey last year, he says, showed that neither he 
nor Continental could meet low commercial prices 
in the Corpus area profitably. s 
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To sell oil! To sell Filters! 
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Research 


New Findings About Your Customers 


Three different surveys tell you things you may not have known 


about today’s motorists 


What Brand Do They Buy? 


MOTORISTS just don’t tell the truth—whether con- 
sciously or unconsciously—when you ask them what 
brand of gasoline they buy, and private-brand buy- 
ers are the worst. 

That’s what Humble Oil & Refining concluded af- 
ter testing the validity of some brand-preference 
studies that didn’t jibe with their gallonage sales rec- 
ords. 

Humble found that more than one-third of the 
motorists who were seen buying a private brand said 
they bought a major brand. Some 8% said they didn’t 
know or didn’t remember what they bought. So only 
56% said they did what they did. 

Major-brand customers aren’t reliable either—one- 
fifth named a major brand other than the one they 
were seen buying; 3% said they didn’t know what 
they bought. 

Men and women scored equally in confirming or 
misrepresenting their purchases. 

Humble began to question the validity of brand- 
preference studies after watching reports by its pub- 
lic relations department over a five-year period. Ma- 
jor oil companies’ share of the market just wasn’t 
as high as buyers said. This needed investigation, so 
Humble decided to check the Houston market. 

Observers were put at both major and private-brand 
stations throughout the city. They kept out of sight 
but near enough to see and jot down auto license 
plate numbers of gasoline purchasers. 

Humble checked registrations and called the car 
owners within 24 hours. ‘Motorists were asked when 
they last purchased gasoline and what brand. Some 
250 interviews were conducted, about one-third with 
private-brand buyers. 

The results confirmed the unreliability. 

Humble isn’t calling motorists liars, emphasizes Jack 
Orton, market research manager. He points out three 
possible conclusions: 

e Private-brand buyers prefer to be associated 
with major brands, either consciously or uncon- 
sciously. This gets into the area of human emotions 
and motivations—prestige, fear of being known as 
a penny-pincher, guilt at not buying the best for 
your car, and so on. 

e Motorists may not be as brand conscious as 
oil companies would like to think they are and may 
not remember or care what brand they bought. The 
study also showed that motorists who bought one ma- 
jor brand and named another, most often selected 
the market leader, possibly because the name is most 
familiar. 

e Direct question-and-answer interviews aren’t 
yielding accurate brand-preference information. This 
situation may accelerate the trend towards motiva- 
tion or depth interview studies, in which the infor- 
mation is gleaned indirectly. Or it may call for a 
completely new approach to the problem. 
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Who Use Cars for Trips? 


AUTOMOBILES are used for 87% of all trips, when 
a “trip” means one person traveling at least 100 miles 
from home or staying away overnight. Here’s a break- 
down of the 231-million trips made in 1957: 
% By % By Public 
Automobile Transportation 

Total Trips 87 13 
Reason for Trip: 

Business 72 28 

Visit friends and relatives 89 11 

Other vacation and pleasure 92 8 

Other personal 90 
Distance to Major Destination: 

Under 100 miles 93 

100-199 miles 89 

200-499 miles 81 

500 miles and over 69 
Number of Days on Trip: 

One day 88 

Two to four 90 

Five days and over 80 20 
Age of Traveler: 

Under 18 years 92 8 

18-44 years 88 12 

45 years and over 81 19 


Source: Bureau of Census, “Travel Survey-1957.” 


How Do They Spend Money? 


THE AVERAGE USS. household spends $591 a year 
on automobiles—$299 for the cars themselves, $292 
for operation and upkeep (based on 49-million house- 
holds in 1956, see NPN mid-May FACTBOOK—p183). 
How this household spends its money for operation 
and upkeep—on gasoline, oil, TBA—is shown in a 
new survey, see tables below. 
Avg. Per % of 

Household Spending Household Total 

Gasoline $147.00 50.3 

Tires and tubes 21.00 7.1 

Oil 7.20 

Batteries 4.50 

Spark plugs 2.10 

Oil filters 1.70 , 

Other automotive* 109.00 Ri oh 





Total $292.50 100.0% 
Avg. Farm Avg. Non-Farm 
Farms and Non-Farms Household Household 
Gasoline $164.00 $144.00 
Tires and tubes 28.00 20.00 
Oil 10.60 6.60 
Batteries 6.00 4.20 
Spark plugs 2.80 2.00 
Oil filters 2.50 1.50 
Other automotive* 104.00 110.00 
Total $317.90 $228.30 
*Includes repairs, registration fees, accessories, etc. 
Source: “Life Study of Consumer Expenditures” by 
Time, Inc. 
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BUILDING RECORD in the making: a new kind of station rolls along a New Jersey highway. Here’s . . . 
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Amoco's One-Day Wonder 


PICK IT UP and take it anywhere—you can do 
that with this station. 

Amoco’s showcase in Haledon, N.J., embodies 
a brand new idea in station construction. It’s 
more than prefabricated—it’s prebuilt before 
reaching the site. 

The station arrives on location as a unit, already 
assembled and equipped with plumbing, heating, 
wiring, lube reels and other fixtures. 

What’s more, says Amoco, it can leave the site 
the same way. If you have to abandon a location, 
you can recover up to two-thirds of your invest- 
ment by jacking the building off its foundation and 
moving it intact to another place. 

The secret: the station is built in a factory and 
moved—in one, two, or three sections—to its lo- 
cation. It’s the same principle used in erecting 
roadside diners, and equally effective. 

No Midget—The station is a full-sized (49x28 
ft.), with two lube bays, a 23-ft. high pylon, and 
a 3-ft. overhang for lighting fixtures. 

Amoco’s Haledon station is a prototype. It went 
up in about one and a half days, in spite of bad 
weather. Later models are expected to be erected 
in eight hours. Only one week elapsed between 
ground-breaking and opening day. 

The station—called the “Petro-Portable”—is the 
brain-child of Alfred Christoffers, president of 
Petro Merchandising, Linden, N.J. 


Since the station is a prototype, factory construc- 
tion time on this model was three months. Later 
station models will take only six weeks, Christoffers 
says. 

Thirty-four equipment makers supplied items for 
the station. Sidewalls are made of Porclin-ply, a 
porcelainized plywood developed by U.S. Plywood 
Corp. The material needs little maintenance. The 
frame is welded structural steel, produced by 
Bethlehem Steel Corp. Rivets, driven into the con- 
crete base by a power-actuated gun, hold the 
building in place. 

New Boom?—The idea could catch on. Amoco, 
already predisposed to prefabs, is seriously con- 
sidering buying more portable units. They’ll have 
first crack at a smaller building (24x14 ft.) with- 
out bays, now under construction. Paramount 
Diners, Inc., Haledon, has both construction con- 
tracts. 

Cost is the big hurdle, not only for Amoco but 
for a dozen other top East Coast marketers who 
have inspected the station. The price of the proto- 
type doesn’t reflect realistic building costs, Chris- 
toffers says, and he thinks he can be “competitive” 
with the general prefab lines. 

Christoffers says he can ship the Petro-Portable 
anywhere in the country—or in the world, for 
that matter. For the time being, he may be kept 
busy on the East Coast. a 
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New Ideas in Stations 























A FEW HOURS after arrival on site, station is ready for business. Pictures below show how it's done 
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3 Station leaves factory in three sections 4 On location, it slides easily into place 
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How to get the MOST profits out of 1959! 


HY WAIT—START 1959 RIGHT... put the 

SYSTEM M.O.8.T. system to work for your Max- 
imum Opportunity for Sales and Turnover! 

Just 12 M.O.S.T. batteries (including 

both 6- and 12-volt sizes) give you all-3-grade 

marketing: to the 25% of your customers 


= 
offers maximum battery who buy high, “Premium” quality . . . the 


66% who want medium, “Deluxe” quality... 

| f and the 10% “Special’’ or economy buyers. 
Sa eS rom a Your M.O.S.T. turnover is always fast and 
complete. So get the MOST for your money 


a * @ 
minimum Investment with the M.O.S.T.! Write Globe-Union to- 
day for details and Bulletin G-100. 


4 M.O.S.T. BATTERIES IN EACH GRADE 
(12 in all) 





"aaa 
3NR 7SH 24S 



























































3NR 7SH , 24S 
ee med bem 85k 
























































SPECIAL 


w 
ia} 
< 
4 
°o 
zr 
iS) 
< 
w 
z 
) 
my 
N 
n 
4 
< 
r 4 
fe) 
k 
ra 
w 
> 
4 
fe) 
1S) 
_ 
1) 
2 
Oo 
< 
a 
a 
w 
4 











Ammon 
| SNR 57544 245 
pees 





















































Dramatic eye-and-buy appeal: 

The display dynamics of M.O.S.T. batteries — _ finite — gives you the BIG PLUS competitive 
their vivid colors and styling — project dramatic advantage. M.O.S.T. system batteries can now 
eye-and-buy appeal, help you sell upto premium _ stay out-front, because fewer batteries require less 
battery profits. Color and design variety is in- display space — and because they sell on sight! 


plus amazingly efficient installation: GRIP-RIDGE* « SURE- mee” é 
GRIP* Hold-downs and SURE-LOK* Channels facilitate locking ¥ oO 
any M.O.S.T. battery securely and rigidly into any size battery ae 
carrier. M.O.S.T. batteries also come packaged with all elements 
for swift, safe point-of-sale activation with factory-fresh power. 


SPINNING POWER 


‘ugetmon ©GLOBE- UNION INC. 


ae el MILWAUKEE 1, WISCONSIN 
ON 


If it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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HIGHEST DOLLAR VOLUME in 
the history of TBA sales is in the 
cards for 1959, says Victor Holt, Jr., 
executive vice president, Goodyear 
Tire & Rubber Co. 

This upward trend, coupled with 
low station inventories, adds up to an 
oil industry sales opportunity, Holt 
told the Oil Industry TBA convention 
in St. Louis. 

How low station tire and battery 
stocks are, is revealed by a survey 
made in Muncie, Ind., picked by re- 
searchers as the most typical city. At 
low gallonage stations (10,000 gal. or 
less per month) the average stock was 
only 4.9 tires, at 10,000-20,000-gal. 
stations 10.8 tires, and at 20,000-gal.- 
plus stations 37.0 tires. 

A station is not truly in the tire 
business with less than 20 tires in 
stock, Holt says. 

The Muncie survey also revealed 
that the average station stocks only 
7.5 batteries, although 10 batteries are 
considered a minimum supply. 

In addition, 39% of the stations 
used no spot point-of-sale display ad- 
vertising, 36% had no basic brand 
TBA identification visible to driveway 
customers, 40% had no tires on the 
drive. 

On the other hand, accessory stocks 
in Muncie’s 114 stations represented 
75% of the TBA inventory dollars, as 
against 15% for tires and 10% for 
batteries. Holt says these percentages 
should be compared with national 
sales percentages of 35% for acces- 
sories, 50% for tires, and 15% for 
batteries. 

Retreading Grows—Passenger tire 
retreads in 1957 ran close to 28-mil- 
lion, says R. E. Hedlund, general man- 
ager of Tire Dealers, Inc., Chicago. 
This is about half the number of new 
replacement tires sold. 

He estimates stations get about 
10% of the retread business, and sug- 
gests they need more of it to maintain 
their competitive position. The oper- 
ator of a key station can set up his 
own retread shop today for less than 
$10,000, says Hedlund. 

Why Full-Size Batteries?—Second 
and third line batteries may deliver 
as little as 11% of the cranking power 
of the original equipment sizes they 
replace, says Donald L. Boyes, gen- 
eral manager of Delco-Remy division, 


General Motors Corp. This happens 
if they become three-quarters charged 
due to slow winter driving and cold- 
reduced charge “acceptance.” 

And in hot climates batteries may 
encounter a modern engine character- 
istic known as “hot stall” as well as 
the added drain of more air condi- 
tioners. In all cars average electrical 
load has doubled since 1950, adds 
Boyes. 

Selling Accessories—Emphasize to 
your dealers that every customer who 
drives into their stations presents a 
sales opportunity. It’s not necessary 
to sell something tangible every time, 
but it’s always necessary to sell them- 
selves. So say Jack McCauley, Mer- 
chandising Consultants, Inc., and Paul 
L. Francois, Marketing, Inc. 

They offer this “SPSS” formula: 

Seek out sales and service oppor- 
tunities; 

Point out the need to your cus- 
tomers; 

Speak out about the merits of your 
products—ask the customer to let you 
be of service, and you'll... 

Sell out and be happy with the 
profitable results. 

Bait for Women Drivers—tTell your 
dealers to take down their old seasonal 
point-of-sale material, says Jean Pierre, 
director of fashion, American Rayon 
Institute. Department stores never 
leave outdated stuff in sight, and sta- 
tions should follow the same practice 
or lose the confidence of women. 

Better Selling—TBA specialists are 
among the best salesmen in the oil in- 
dustry, says H. W. Ferguson, vice 
president, Humble Oil & Refining Co. 
They’ve taken the lead in making 
better salesmen out of station opera- 
tors and their men. 

In the station of the future, Fergu- 
son adds, profits are going to depend 
directly on the sales ability of the men 
who run it. 

Coming Events—The West Coast 
convention will be held April 6-7 at 
the Santa Barbara Biltmore hotel; the 
Canadian section will meet on May 14 
at the Royal York hotel, Toronto. No 
other dates have been set. A total of 
691 registered at the December annual 
convention. 

(For a report on group’s new inter- 
national chairman and other officers 
see page 108.) 


January, 1959 * NATIONAL PETROLEUM NEWS 


Tires—Batteries—Accessories 


Record TBA Sales in 1959? 


Yes, says a Goodyear executive. And with stations understocked, 
the oil industry has a real sales opportunity ahead 





A 


y 


NEW CHAIRMAN of TBA group E. D. 
Digweed (right), Cities, takes over from 
L. B. Sloneker, Phillips 


LOBBY TALK among (left to right) C. J. 
Jameson, Conoco; George Miller, Rich- 
field; Wendell Thoreson, Signal 


SERGEANT-AT-ARMS James W. Smith 
(left), Ohio Oil, tells Joe Marty, Standard 
(Ky.), session’s starting 
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NOZZLE 
PLUG 


Prevents Spillage 
For Nozzle Tubes 


from I!/," 


to 154" O.D. 
$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 

















(advertisement) 


TBA People... 








You may know the 
right man for this 
job. Nationally 
advertised line of 
car-and-home 
products for serv- 
ice station distri- 
bution seeks qual- 
ified man to head 

TBA marketing. 
e Responsible for 
developing estab- 
lished business 
with major oil and 
rubber companies and major TBA dis- 
tributors. Man we seek must have important 
contacts in TBA field and experience in sell- 
ing and merchandising through these outlets. 


Real TBA Opportunity... 


with great potential for the right man. 











Know him? 


Your reply kept strictly confidential. Address 
Howard H. Monk & Associates, Inc., Illinois 
National Bank Bidg., Rockford, Ill. 





TBA MAN 
WANTED 


... by a manufacturer 


... see above 











What’s New in TBA 


Battery Warranties Attacked 





Long guarantees tendto 
make dealers careless, 
say battery makers 


THE PRACTICE of guaranteeing 
batteries for long terms of 36 to 48 
months was again the focus of strong 
debate at the fall meeting of the Assn. 
of American Battery Manufacturers in 
Chicago. As in all other years since 
guarantees began to get longer about 
five years ago, both oil and battery 
men cite the bad effects. 

At the merchandising division ses- 
sion it was charged that long guar- 
antees tend to make dealers careless 
about inspecting and maintaining bat- 
teries in stock. Their attitude is that 
if the battery fails it will adjust 
anyway; and if it’s such a good bat- 
tery, what could go wrong? 

Adjustments for battery failure 
short of the full guarantee are still 
running at too high a rate, it was re- 
ported. And dealers still send back 
for adjustment too many bat- 
teries that need only a recharge. Lack 
of technical understanding of bat- 
teries by dealers was cited as a con- 
tributing cause. 

Simpler testing equipment was sug- 
gested as one possible answer. An- 
other is to give special attention to 
dealers who consistently have a high 
percentage of battery returns. 


Winter tread line 


. brought out this season by Hood 
consists of two new tires. One is the 
Countryside Deluxe, a 14-in. nylon tube- 
less in white or black sidewalls. The 
other is the Super Grip, a super-strength 
rayon tire in 14- and 15-in. tubeless or 
tube-type, with a tread design featuring 
wedge-shaped grooves. 


Improved headlamp 


. . . known as the “Town and Country” 
Safe-T-Beam, has been added to the 
Westinghouse line. The design is said 
to give twice the brightness of former 


D. NEVIN SMITH, re-elected president of 
Assn. of American Battery Manufacturers. 


Sales of replacement batteries in 
1959 should reach 26-million, a gain 
of at least 6% over 1958, says Karl O. 
Nygaard, director of business _re- 
search, B. F. Goodrich Co. Final totai 
for 1958 probably will exceed 1957 
by a small margin, he says. 

John P. Casserly, national accounts 
sales manager, Electric Storage Bat- 
tery Co., Cleveland, was elected chair- 
man of the merchandising division 
for 1959. D. Nevin Smith, vice presi- 
dent, Electric Storage Battery Co., 
Philadelphia, was re-elected associa- 
tion president. B. F. Morris continues 
as executive secretary at the associa- 
tion’s headquarters in East Orange, 
N.J. i 


headlamps on the lower beam, with no 
increase in battery drain, and to pro- 
vide for owners of 2-headlamp cars a 
quality of lighting approaching that of 
the 4-lamp system. 


Wheel balancer 


for large transport truck wheels 
includes a spinner said to be capable 
of spinning the heaviest wheels up to 
100 mph. Upward pull on the single 
lever control handle starts wheel spin- 
ning, downward push on same handle 
applies brake. Available in 4 or 8 hp 
models. Hunter Engineering Co., Hunter 
Ave. and Ladue Rd., St. Louis 24, Mo. 


Magnetic socket 


. . . known as Plug-Mate has been de- 
signed by Champion Spark Plug Co. as 
a companion to its Plug-Master flex- 
handle ratchet wrench. A built-in mag- 
net holds the spark plug by the shell, 
freeing the insulator from metallic con- 
tact with the socket and lessening the 
chance of insulator breakage. Available 
only with a 30-plug assortment. 
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TRUCK - MOUNTING PUMPS 


in every size you need 


35 - 50 - 90 - 200 - 300 
GALLONS PER MINUTE 


Portable tire rack 


. is mounted on four 3-in. hard rub- 
ber swivel casters. Rack is 60 in. long, ° 
18% in. wide, 68 in. high, holds 20 ’ : 300 GPM TRANSPORT PUMP 
tires and is finished in baked enamel. 
Available in special colors in lots of 50 
or more. Any desired lettering can be 
screened on the sides. Shure Mfg. Corp., 
1601 §S. Hanley Rd., St. Louis 17, Mo. 





Oil filter kits 


ahd for the Volkswagen and Nash 

Metropolitan have been added to the 

Purolator line. Kit No. 493, for Volks- 

wagen cars and trucks, tends to reduce 

engine temperature two ways: by cir- 

culation of oil through the filter and by 

requiring an extra quart of oil. No. 

501 fits Metropolitans without factory 

equipped filters. 50 GPM TRUCK PUMP 


Non-skid paint 


. .. for tire treads is called Skidrid. It 

is a temporary protective device that 

can be applied with a paint brush before 

driving on icy pavements. Offers a tacky | Whatever size tank truck you use to haul petroleum products, there is 


surface with a grit abrasive and a melt- tts Kg : 
ing agent. Lee, Revere & Van Buren a Viking Pump built to load and unload it in record time. 


Chemical Co., 432 W. 70th Terrace, ; . ee soe 
Kansas City 12, Mo. Besides doing your job in the shortest possible time, your Viking Pump 
has features that will give you years of service. 


Tread rubber 
; 2 © Fast, positive priming 
. . . In three new lines has been intro- : 
duced by United States Rubber Co. The © Low speed, long life 
U. S. Royal Tread is offered for all ® For connection to power take-off without speed increaser 
types of service from passenger to in- oo 
dustrial, U. S. De Luxe Tread is made Rugged, gtenon spencers ; 
for passenger and truck tires, and Blue | © Revolvable casing for handy port location 
Seal Tread for passenger only. United ® Integral thrust bearing 


States Rubber Co., 1230 Avenue of the e : : 
Americas, New York 20, N.Y. Either extra long packing box or mechanical seal 
© Safety valve on pump head 


Picture manual 


- covers on-the-car adjustments for For complete information, send today for Catalog GR 
nine types of automatic transmissions. 
An appendix lists average flat-rate times | 
and special tools required. Price $10.00, VIKING PUMP COMPANY 
specially bound for on-the-job use. Com- 
plete and clear enough for beginners. Cedar Falls, lowa, U.S.A. In Canada it's “ROTO-KING” Pumps 
pg ly 520 W. "Comeeab Offices and Distributors in Principal Cities. See Your Classified Telephone Directory. 
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TBA 


Tubeless manual 


. covers in great detail the repair of 
puncture and valve leaks. Prepared by 
A. Schrader’s Son, 470 Vanderbilt Ave., 
Brooklyn 38, N.Y., manual covers latest 
developments in patches, rivets and heat 
vulcanization; how to remove and install 
valves; how to mount and demount tube- 
less tires, and how to maintain gages. 


TBA Suppliers... 





Olin Mathieson has introduced a new 
brake fluid with a boiling point of 
300°F, as an addition to its Puritan 
line. It's a companion product to the 
Puritan Super 60, which has a boiling 
point of 375 degrees. 


The Coats Co., Ft. Dodge, Iowa, 
makers of the line of tire changers sold 
through the Jack P. Hennessy Co., has 
designed a new tire changer called the 
Twin-Air Changer. Principal feature are 
upper and lower bead looseners, both 
operated by air power. A compressed air 
cylinder loosens the bottom bead on the 
up stroke and the top bead on the re- 
turn stroke, almost simultaneously. 

o 

A new Atlas brand brake fluid has 
been introduced known as “Heavy Duty 
400.” As the name implies, it has a 
minimum boiling point of 400°F, ex- 
ceeding the new SAE 70R3 specification 
by 25 degrees. 

= 

Westinghouse has a new line of truck 
headlamps especially for heavy duty 
service. The lamps use a new “M” fila- 





FAST FuELOIL DELIVERY 


Fig. 189-F 


Fig. 189-G 


Fig. 231-A 





delivery and sure tight closing action. 


ness after the nozzles are closed. 


problem. 





the Morrison fuel oil hose nozzles. 


Morrison fuel oil hose nozzles are noted for their speed of 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 


Fig. 224 








MORRISON BROS. COM PANY 


OlL EQUIPMENT HEADQUARTERS 
DUBUQUE, IOWA 





ment wire (M_ stands for muscle) 
claimed to stand up much better than 
present filament wire. 

* 

Exide’s new type of battery guarantee 
applies to batteries now in service. After 
a test, the dealer issues a guarantee 
good for a free service call to start the 
car if the battery fails this winter. 


TBA People... 


Dr. Frederick J. 
Port is now gen- 
eral manager of 
the automotive div. 
of Electric Storage 
Battery Co., Cleve- 
land, succeeding 
Henry R. Trees, 
resigned. In World 
War II, Port was 
engaged in man- 
agement of pro- 
duction, engineer- 
ing and purchasing Port 
of tanks and combat vehicles. He has 
been with Electric Storage Battery since 
1955, most recently as manager of manu- 
facturing and engineering. 

7 





Ernest D. Dig- 
weed, new _ inter- 
national chairman 
of the Oil Industry 
TBA Group waited 
a long time to 
break into the Cit- 
ies Service sales 
department. He 
started out as an 
accountant in 1926. 
Fifteen years later 
he got into the 
operating depart- 
ment, and finally in 1946 he was made 
division TBA manager at Chicago. 

He took charge of the TBA depart- 
ment at Cleveland in 1950 but came 
back to Chicago in 1952 to succeed Art 
Haenggi as general TBA manager. One 
habit of his accounting days sticks with 
him—he’s the only TBA manager who 
keeps an orderly desk. 


Digweed 


Other new officers of Oil Industry 
TBA are: vice chairman Ward Browning, 
Richfield Oil Co., Los Angeles, and 
secretary-treasurer M. A. Wolfe, Texas 
Co., New York. 

Chairman for the central section is 
Oliver C. Epps, Arkansas Fuel Oil Co., 
Shreveport; for the East Coast, Robert 
D. Park, Sun Oil Co., Philadelphia; for 
Canada, N. E. Thompson, British Amer- 
ican Oil Co., Toronto; for the West 
Coast, Wendell Thoreson, Signal Oil Co., 
Los Angeles. 

The suppliers’ committee is headed by 
H. L. Danziger, Hollingshead; vice chair- 
man is Hugh Bullock, Olin Mathieson; 
secretary, Edward E. Stevens, Mansfield 
Tire. 

(For a report on the St. Louis con- 
vention see page 105.) 
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Standard Oil Company (Ind.) dealers like LUSTERLITE buildings 
because they attract customers. These modern buildings stay 
clean and new for years because all building surfaces, inside 
and outside, are lifetime porcelain enamel. Painting mainte- 
nance is eliminated. 

Choose LUSTERLITE buildings in your own colors and design 
—display your trademarks and products proudly and distinc- 
tively. Write today for complete information. 


LUSTERLITE 


PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 








| / 
SPRING 1959 / 
. me // / 





0 | D | | 
Extra Profit for Dealers! 
ARNETTE AEE I 
Limited Offer—Expires March 31,1959 
Buy 48 cans (4 cases) of any Warner Radiator and Cooling System 
Products—you get FREE 12 cans (1 case) of Warner Liquid Solder 
(non-metallic, deposits tiny fibers). 


IT WORKS LIKE THIS: 


Example: | Dealer Cost Retail Price 
Dealer Orders 48 cans Warner Products 60¢ each... $2880 $1.00 each—$48.00 


Dealer Gets FREE 12 cans — oa NOTHING! IT’S FREE! $1.00 each — $12.00 
older 


Dealer Pays only $28.80 and gets back $60.00 


That's the regular 40% profit PLUS 
20% bonus profit! 





The Facts on your bonus profit item 
WARNER LIQUID SOLDER 


It's non-metallic, deposits tiny fibers to repair leaks . . . guaranteed to circu- 
late freely through the smallest tubes in modern auto radiators and heaters 
... effectively seals leaks in pressurized systems ... seals leaks at once 
and gives full protection . . . works with all types of anti-freeze .. . harmless 
to any metal or rubber in the cooling system. 


WOW METALL — DEPOSITS é 
4 terain Ceacis amo LEADS 
Owomies reuces amo TRAcTor 


a a (Post ~ LIFE! 


WARNER-PATTERSON COMPANY © Warner 


quid § 
Fibers) older (Non-Metallic 


Deposits Tin, 


GENERAL OFFICES: 

600 SOUTH MICHIGAN AVENUE, CHICAGO 5, ILLINOIS 
WAREHOUSES: 

Chicago ® Cleveland ¢ Dallas * Los Angeles ® Atlanta * Newark 
Memphis © Kansas City © Minneapolis © Tulsa * Houston 


in Canada; Warner-Patterson Co. Ltd., Toronto, Ont. 


e 
Warner Protector 


and Wate 
* Warner Speed ~ ' Pump L 


Sh 
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STOP THAT 


"ENGI 











When the motorist reads this message in national magazines 
and newspapers, where will he go? There’s only one place he can go— 
to Cities Service! For only Cities Service has announced a solution to engine rumble 
... only Cities Service Dealers offer Anti-Rumble gasolene! 


TO STOP ENGINE RUMBLE, THEY STOP AT 
CITIES SERVICE ... it’s as simple as that! 
No one else has offered a solution to this 
disturbing low vibrational sound that 
afflicts so many late model cars. 

Cities Service researchers discovered 
that unlike engine knock, “rumble” could 
not be cured by increasing octane or other 
common measures... for “rumble” is not 
caused by lack of octane. 

Something entirely new was needed. 
Months of intensive study and experiments 
followed. Some formulations offered a 
partial cure... but Cities Service re- 
searchers wouldn’t settle for that. Finally 
came the breakthrough. Great new ANTI- 
RUMBLE had been perfected. 


CITIES SERVICE ANTI-RUMBLE is now 


contained exclusively in Cities Service 
gasolene—at no extra price! For those who 
have been troubled with “rumble,” it 
offers the solution to this mystifying prob- 
lem. For all others, it eliminates the risk 
of “rumble.” And for Cities Service Deal- 
ers, it means that they and only they will 
benefit from the tremendous increase in 
business this new development is bringing. 


LIKE TO BE A CITIES SERVICE DEALER, T00? 
Perhaps there’s an opportunity in your 
area. Talk with a Cities 

Service Representative 

from the nearest office. 

Or write: Cities Service & 

Oil Company, Sixty Wall 

Tower, New York 5, N. Y. 


New Anti-Rumble 


now added to the five other top performance 


features found only in Cities Service Premium Gasolenes. ~F; 
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BEFORE TESTING complete filter, engineer R. C. Nel- 
son checks one element for minimum effectiveness 


INDIVIDUAL ELEMENTS are examined carefully by 
engineer R. J. Muller. Not all elements qualify for test 


How Research Is Hunting the 


THE IDEAL FILTER for jet fuel hasn’t been 
made yet—but performance has come much closer 
to the ideal, Shell Oil Co. believes, since its 
Sewaren, N. J., laboratory began testing filters 
about a year ago. 

The tests are made without charge to filter 
manufacturers. Shell is a large supplier of aviation 
fuel, and it regards the cost (estimated to run 
between $5,000 and $10,000 per manufacturer) 
as well spent because the laboratory has provided 
new, accurate information. 

For one thing, the laboratory has verified a 
peculiar characteristic of all filters: not only do even 
the best filters permit at least a small percentage 
of foreign solids to pass through; they also let pass 
a. wide range of particle sizes. 

Here’s what this means: although a filter may 


qualify, under current rating methods, as having 
the ability to filter out particles larger than two 
to five microns (a micron is about %; 999 in.), it 
can’t be expected to remove more than, say, 95% 
of the particles in that size range. And the portion 
not screened out will have some particles as big 
as 150 microns. 


Dirt interferes with the pumps, flow meters and 
other moving parts of jet fuel control systems. It 
can have a cumulative effect because of the tre- 
mendous volume of fuel that must pass through a 
jet engine. That’s why even small amounts of 
rust particles or other foreign matter are unwelcome 
in jet fuels. 


Jets are also less tolerant of free or undissolved 


water.. Jets fly at higher altitudes for longer peri- 
ods. The resulting extreme cold favors the forma- 
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COMPLETE FILTER is then set up for test run. Fuel 
cleanliness will be compared before and after filtering 


SOLIDS AND WATER are fed into the jet fuel at con- 
trolled rates. Here magnetic iron oxide goes into feeder 





th ha. 


SCHEMATIC DIAGRAM shows how rust slurry and 
water are pumped into the fuel stream and filters 


Ideal Jet Fuel Filter 


tion of ice crystals that also interfere with the 
fuel control system. For that reason it’s important 
to get an accurate measurement of a filter’s ability 
to remove water. 

The Sewaren laboratory goes to a lot of trouble 
to get an exact line on each filter’s performance. 
Clean fuel is drawn from a 10,000-gal. buried tank. 
In the testing process, controlled amounts of both 
water and a rust slurry are added to the fuel 
system. Each filter is tested to failure, and its 
efficiency is measured at intervals under varying 
amounts of contamination. In measuring water 
separation, for example, up to 10% by volume 
of water is added to the fuel. 

Remaining solids are collected and counted by 
size groups in microscope slides. It’s a painstaking 
and tedious procedure, says Dr. H. R. Heiple, 
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manager of the laboratory, but so far no one has 
found a better way. 

Filter defects, if found, have been reported to 
each manufacturer in confidence. This has resulted 
in greatly improved filter equipment. At the same 
time, accurate methods of measuring fuel contam- 
ination have been developed, standardized and 
made available to the industry. 

Now under development is a monitoring device 
that will take continuous samples as the fuel passes 
into the aircraft tanks. In the future, perhaps within 
a year, an automatic means can be developed to 
shut down the refueler if dangerous contamination, 
either solid or water, is present in the fuel. 

The work already done in jet fuel filter testing 
points to these goals as reasonably attainable, Shell’s 
lab men say. & 
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xeaton jiguid ! 
| precision 


TERMINAL 
EQUIPMENT 


Wheaton 
LOADING * 
VALVES 


Your liquid handling equipment will 

give you tighter connections. . . reduce 
vapor loss . . . operate with less mainte- 
nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. 
Over 65 years of experience have gone 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 


equipme 


STORAGE 
TANK 
EQUIPMENT 


scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


TRUCK TANK 
EQUIPMENT 


LOADING 
ASSEMBLIES 


AUTOMATIC 
TANK GAUGES 














bm sso 
Wheaton 
SLIDING TUBES AND é 
SPOUTS Wheaton 


Wheaten “ EMERGENCY VALVES 


MULTIPLE VALVES Wheaton 


GAUGE HATCHES 


Wheaton 
MID-POINT 
THERMOMETERS 


Wheaton 
EXTERNAL VALVES 


Wheaton 4 
Wheaton « sft 
SWING JOINTS TRUER TANK enon VALVE 
FAUCETS 


(THREADED) OPERATORS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel! and malleable iron, for petroleum, chemical and petrochemical specifications. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


STEEL SWING JOINTS pot tego 


(FLANGED) 











Foreign Manufacturers 


Emco Limited, London, Ontario, Canada +» Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


wt» Wheaton 


the best by every standard 
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What's New in Equipment... 





Plastic drum vent 


. eliminates costly waste and damag- 
ing spillage, and prevents evaporation 
and contamination. Adaptable for %-in. 
or 2-in. faucet openings, vent is easily 
installed when drum is ready for use. 
Fitted with tapered pipe thread for ad- 
justment. Plastiline, Inc., 2 Intervale St., 
White Plains, N.Y. 


Circle No. I on coupon 


Breather valve 


. in 3-in. size has been added to the 
existing line of tank valves ranging up 
to 12-in. size. Balanced diaphragm ac- 
ticn is said to seal against leakage 
throughout range of pressures and vac- 
uums in which breather is designed to 
remain closed. Shand & Jurs Co., 2600 
Eighth St., Berkeley 10, Calif. 


Circle No. 2 on coupon 


Temperature baths 


. . . for viscosity and other tests, provide 
constant temperatures over a range from 
0 to 100° C. Baths have 8-gal capacity; 
of 18-8 stainless steel; insulated through- 
out; size 13x12 in., by 12 in. deep; of 
two types: refrigerated and non-refriger- 
ated. Labline, Inc., 3070 W. Grand Ave., 
Chicago 22, Ill. 


Circle No. 3 on coupon 


Leather gaskets 


. and packings for use in meters and 
pumps and other handling equipment are 
specially impregnated and are said to 
be impervious for all practical purposes 
to gasoline, naphtha and similar prod- 
ucts. The impregnation does not leach 
out of the leather, and packings are 
highly resistant to abrasion, says manu- 
facturer. Available in cups, vees, flanges 
and other standard types, as well as 
die cut gaskets. Page Belting Co., 80 
Bell St., Concord, N. H. 

Circle No. 4 on coupon 
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Truck seat 


. is said to eliminate relative motion 
between seat cushion and back rest 
by means of a new type mounting. 
Instantly adjustable for road _ surface, 
driver and cargo weight and _ speed 
without leaving the seat. Readily trans- 
ferable from truck to truck. American 
Metal Products Co., 5959 Linsdale, De- 
troit 4, Mich. 


Circle No. 5 on coupon 


High capacity meter 


.. . for jet refueling or similar fast-flow 
service. The B-80C_ Brodie _ meter, 
rated at 750 gpm is used on tank trucks, 
trailers and hydrant mefering carts, and 
is claimed to be ideally suited to under- 
wing fueling with tight connections. 
Front and rear outlets permit virtually 
any piping arrangement. Can be equipped 
with Brodie counters and _ Brodie 
Shockfree Quantrol to deliver -pre- 
set gallonage. Ralph N. Brodie Co., San 
Leandro, Cal. 
Circle No. 6 on coupon 


e FOR FURTHER INFORMATION 


Can-crusher line 


consists of two air-operated and 
one hand-operated model. A large, air- 
operated unit, No. 50, crushes one 5-qt.. 
one 4-qt., or two 1-qt. cans. The small 
air-operated unit and the hand unit are 
designed to crush 1-qt. cans only. Swing- 
spout Measure Co., 1538 Esperanza St., 
Los Angeles 23, Cal. 

Circle No. 7 on coupon 


New check valve 


. . . for gasoline dispensing pumps can 
be installed without cutting pipe on exist- 
ing lines. Valve body is screwed directly 
into pump casing, female-threaded shank 
attached to line, and spacer inserted be- 
tween body and shank, bringing nut 
into alignment. Tightening the nut locks 
the assembly into position to form the 
complete full-flow, prime-maintaining 
unit. Universal Valve Co., Inc., 654 
South St., Elizabeth, N. J. 
Circle No. 8 on coupon 


(Continued on next page) 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 


Your Inquiry will be forwarded to the manufacturer. Void after April, 1959 
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CONNECTICUT 


Gashoy Pues 4s 


For every size consumer- 
commercial account. 
BERVIC COMPANY 
760 Tolland Street 
East Hartford, Conn. 


NEW JERSEY 





e OPW Valves and Fittings 
e Blackmer Pumps 
e Erie Pumps and Equipment 
@ Price Signs 
e Repair Parts for 

all Pumps 


TEN Bore BROTHERS 


Mile Patersor } N 














NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings. Pipe Fittings 











OHIO 





EQUIPMENT SALES CO. 
164 E€. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 


4 Oil, Hyéraalle and Gas 


Hose and pling Service 
SALES—PARTS ENGINEERING SERVICE 














PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
cerpayrens boy Wayne Pumps & Equipment, 
Valves and Fittings, Gorman-Rupp, Fill- 
Rite ‘hn Whiteway Lighting, Saylor-Beall 
pressors, Granco Pumps & Meters and National Hose. 
211 cinesioney West, vita Oxford, Pa. 
MAdison 4-413 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 
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This is Your Market Place! 


Write today for Advertising 
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What’s New in Equipment 





Degree days 


. can be calculated for next delivery 
at the same time current delivery is 
posted to accounts receivable. New ap- 


. plication of existing Model 158 book- 


keeping machine calculates and prints 
result automatically on degree-day rec- 
ord card, statement and ledger. National 
Cash Register Co., Dayton 9, Ohio. 


Circle No. 9 on coupon, p. 115 


Distributor tester 


; . Is a low-cost unit with a speed 
range of 8,000 rpm. Tests 6, 12, 24 or 
32v distributors with either single or 
double contacts. Tests centrifugal and 
vacuum advance, cam angle, cam lobe 
variations, point synchronization, breaker 
points, shorts and grounds, breaker arm 
spring tension, and excessive wear in 
cam, shaft, bushing, plate and housing. 
Allen Electric & Equipment Co., 2101 
N. Pitcher St., Kalamazoo, Mich. 


Circle No. 10 on coupon, p. 115 


Diffuser vent 


. gives upward direction to vapor 
flow from underground storage tanks. 
Cylindrical screen inside aluminum body 
acts as flame arrester and prevents for- 
eign objects from entering vent pipe. 
Large baffled diffuser area together with 
two large lower up-draft ports and four 
large dispelling ports prevent accumula- 
tion of explosive vapors and protect 
against entrance of rain or snow. Morri- 
son Bros. Co., Dubuque, lowa. 


Circle No. 11 on coupon, p. 115 


Refreshment patio 


. is an all-metal housing for vending 
machines at service stations, of the 
modular type consisting of basic 6-ft. 
sections. Optional equipment includes: 
back and end panels, front and end awn- 
ings, signs, locking gate, and fibre glass 
roof. Modern Metal Products Co., 
Greensboro, N.C. 


Circle No. 12 on coupon, p. 115 


Farm pump 


. features a broad band of anodized 
aluminum across the top of the front 
panel preventing scarring or chipping of 
the surface as the nozzle is replaced in 
the boot. Also new is the 10-ft length 
of %4-in. service-station-type hose; a 1- 
in. Dresser coupling on the suction pipe 
stub; a %-hp capacitor motor that as- 
sures starting under low line voltage 
often found in rural areas. Tokheim 
Corp., Ft. Wayne, Ind. 


Circle No. 13 on coupon, p. 115 


Vaportight light 


features a new quick-disconnect 
design. The Crouse-Hinds Type VNF is 
suggested for areas where a permanent 
fixture might be an obstacle but light is 
sometimes needed; or weatherproof re- 
ceptacles can be installed in a number of 
convenient locations, indoors or out- 
doors, and the fixture carried by main- 
tenance personnel from one location to 
another. Crouse-Hinds Co., Syracuse, N.Y. 

Circle No. 14 on coupon, p. 115 


(Continued on page 118) 
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COUPLING 
ASSEMBLIES 


The Fastest 


Safest, Surest Coupling Known! 


OPW KAMLOKS add extra life to hose . . . guarantee 

7 greater security in handling all types of liquids. A perfect- 
ly, tight, no-leak seal is made instantly without twisting, 
kinking or straining of hose. Merely slip Adaptor into 
Coupler and press cam levers down. No threads to engage, 
no twisting friction against gaskets, no tools required for 
a connection that holds fast, stays tight. 


OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from 12” to 6” inclusive. 
ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 
~~ oa All styles of Adaptors fit in all styles of Couplers of the 


same size. 
Free Catalog F-10R provides de- 
tailed recommendation and sizing, 
charts — factual information fo 


help in planning, selecting and rg: opw CORPORATION 


determining installation. 2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 











BRONZE © MONEL © ALUMINUM «© STAINLESS STEEL © SEMI STEEL 
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What's New in Equipment 





Bottom Loading in Britain 


CHIEF FEATURES of a bottom load- 
ing system for tank trucks made by a 
British manufacturer include: 

@ Self-sealing pair of 22-in. mating 
couplings, one unit mounted on _ the 
truck manifold. 

e Two-stage, float-operated pilot valve 
assembly that closes the intake valve at 
the bottom of the compartment at a 
predetermined level. The cut-off level is 
adjustable from outside the compartment, 
and the adjustment can be sealed. 





THE WAYNE PUMP COMPANY Division Symington Corp. SALISBURY, MD. 
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e Indicator, visible from the ground 
through apertures in the dome cover sur- 
mounting the pilot valve assembly, to 
show when the compartment is full. 

e Built-in automatic vent valve as- 
sembly incorporating a flame protection 
gauze, an emergency valve, a normal 
vapor relief valve, and also an anti-spill 
valve. 

Manufacturer is Avery-Hardoll Ltd., 
Oakcroft Rd., Chessington, Surrey. 

Circle No. 15 on coupon, p. 115 





AT LOWEST 
BARGAIN PRICES 


NEW PAINT JOB... NEW PUMPING 

UNIT... METER, COMPUTER, AIR 

SEPARATOR INSPECTED AND REBUILT 
. . » NEW HOSE 


Here's the biggest bargain in pump 
history. Fully guaranteed pumps re- 
manufactured by Wayne at used 
pump prices. 

Each pump is completely dis- 
assembled .. . all parts inspected, 
repaired and replaced. Brand new 
high capacity, low speed internal 
gear pump unit installed. Computer 
has new debossed wheels. New hose 
and reconditioned nozzle. All hard- 
ware gleaming like new. Repainted 
inside and out to new appearance 





in Wayne's ultra-modern painting 
department. 

Get the best of workmanship and 
high quality at a price well below 
that of new pumps. Guaranteed for 
1 year; motor for 90 days. Under- 
writer Approved and Labeled. 


ACT NOW! CALL WAYNE 


Get the full particulars... 
prices and delivery data. 





Oval safety can 


. in 5-gal. size is said to save enough 
space so five can be stored in the same 
area needed for three round cans. Self- 
closing fillcap supplies automatic vapor 
pressure relief. Both openings fitted with 
perforated fire baffles. Protectoseal Co., 
1920 S. Western Ave., Chicago 8, Ill. 


Circle No. 16 on coupon, p. 115 


Light pole 


. of new design is called the Revere 
Double Davit island light pole. Lumen- 
aires may be mounted horizontally or 
tilted upward for a wider spread of light. 
Horizontally mounted units may be 
placed end-to-end the length of the is- 
land. Upsweep-mounted units may be 
placed parallel or at right angles to the 
island. Base provides for air and water 
outlets. Revere Electric Mfg. Co., 7420 
Lehigh, Chicago 48, Ill. 


Circle No. 17 on coupon, p. 115 


Literature .. . 





Pump bulletin 


. . . describes a new line of gear-head 
rotaries with a new helical gear reducer 
designed especially for use with these 
pumps. Bulletin covers three series— 
GX, GXS and GXU—all available in 
sizes from 2 in. to 4 in., and capacities 
from 30 to 525 gpm with maximum 
differential pressures to 100 psi. Appli- 
cation and selection data, performance 
curves and dimensions are furnished. 
Blackmer Pump Co., Grand Rapids 9, 
Mich. 
Circle No. 18 on coupon, p.115 
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Truck pump line 


. . . has been expanded to include new, 
larger sizes and the new series-TXU 
pumps listed by Underwriters Labora- 
tories for handling flammable liquids. 
Revised Bulletin 200 includes drawings, 
specifications and application data. 
Blackmer Pump Co., Grand Rapids 9, 
Mich. 
Circle No. 19 on coupon, p. 115 


LP-gas placard 


. . . illustrates and explains in easy-to- 
read type the proper way to maintain 
and inspect tankcar dome fittings. Printed 
on heavy paper for posting at LP-gas 
racks. Single-copy price is $1.10; special 
price on quantities. Liquefied Petroleum 
Gas Assn., 11 §. La Salle St., Chicago 
3, I 


Circle No. 20 on coupon, p. 115 


Horton fabric seal 


. . . for floating roof tanks, claimed to 
be closest fitting seal for this purpose 
now available, is described in a new 
4-page bulletin. The bulletin takes up 
each construction feature in turn, de- 
scribing its function in detail. Chicago 
Bridge & Iron Co., 332 S. Michigan 
Ave., Chicago 4, Ill. 


Circle No. 21 on coupon, p. 115 





Pfauler Co., Rochester, N. Y., has in- 
stalled three can-filling machines in the 
Texaco plant at Port Arthur, Tex., for 
canning a complete line of motor oils, 
hydramatic fluids and antifreeze. 

Two of the machines, type RPL-21 
piston fillers, handles quarts at the rate 
of 410 to 425 a minute, operating with 
products of any viscosity over a tem- 
perature range of 80-100 deg. F. 

The third filler, type RPL-7, handles 
60-80 gallons per minute. 


° 

Ralph N. Brodie Co. has named the 
Sidwell Co., of Davenport, Iowa, as 
sales and service representative for 
southeastern Iowa and _ northwestern 
Illinois. Sidwell provides both shop and 
field service to users of Brodie BiRotor 
meters. 


e 
Vulcan Containers, Inc., Bellwood, Ill., 
has begun production of its line of steel 
shipping pails at a new plant in Van- 
couver, B. C. The plant is operated by 
the Canadian subsidiary, Vulcan Con- 
tainers, Ltd., Toronto. 








Ever-Tite Coupling Co., Inc., New 
York, has signed up Shields-Harper & 
Co., Oakland, Cal., as distributors of 
the Ever-Tite line of couplings, adapters, 
nozzles and related fittings. James A. 
Buchanan, Ever-Tite sales manager, 
spent several weeks recently holding a 
series of meetings with Shields-Harper 
personnel at Oakland, Los Angeles, 
Portland and Seattle. 


= 
The Southern Co., Inc., Memphis 
equipment jobber, has bought out the 


, Nichols Equipment of Little Rock, and 


will operate it as a division of Southern. 
Don Bruch, with Southern for the past 
12 years, manages the new branch. 


Dover Corp., parent of Rotary Lift, 
has acquired the Shepard Warner Eleva- 
tor Co., thus making the Shepard-Rotary 
combination the third largest manufac- 
turer of elevators. 

2 

Fruehauf Trailer Co. has sold an en- 
tire fleet of aluminum tank trucks and 
trailers to Capitol Tank Lines, Inc., 
Bell, Calif. New units carry 9,650 gal. 
of avgas, compared with 8,200 gal. in 
the older equipment. 

o 

The A-1 Pump & Tank Co., Houston 
equipment jobber, has gone for flat- 
rate contract maintenance. For a fixed 
annual charge, firm will keep pumps, 
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SocdallsFinoll 
OIL SUCTION AND 
DISCHARGE HOSE 


Hi Quatily Pauys Of..tse Gelea Sowice Life! 


Everything in Goodall’s many years of hose-building experience has 
contributed to the design and construction of “Oil King” to insure utmost 
reliability in oil and gasoline suction and discharge operations between 
tanker and dock. 

Tube is a smooth, tough “Synplastic’® compound which offers minimum 
flow-resistance and withstands, throughout its long service life, the 
deteriorating action of oil and gasoline. It is inseparably bonded to the 
carcass, which is of multiple-ply, high-tensile fabric construction, with 
steel wire reinforcement to assure maximum resistance to bursting. 
The durable bonded-on cover is also “Synplastic’®—highly resistant 
to abrasive wear and weather. 

Despite its rugged build and great strength, ‘Oil King” is extremely 
flexible—and stays that way. Made in sizes 4" to 12", I.D., and in 
maximum lengths of 50 feet. 


“If it’s GOODALL it MUST be GOOD!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 at mls) HOSE - BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 





What’s New in Equipment 





compressors and lifts in good operating 
condition at service stations in its area. 
* 
Sterling Tank & Steel Co. is opening 
a branch plant in Denver to fabricate 
service station and bulk plant tanks. At 
the headquarters in Sterling, Colo., the 
firm makes oil treating equipment. 
e 
Hammond Iron Works has designed 
a handy, pocket-size, slide-rule calcula- 
tor. Can be used to figure quickly the 
capacity in gallons or barrels of tanks 
to 100 ft. high and 300 ft. diameter. 


Equipment People . . . 





H. G. Smith, 

manager of A. O. 
Smith’s meter and 
service station 
pump _ divisions, 
will serve as presi- 
dent and general 
manager of Erie 
Meter Systems, 
Inc., newly  ac- 
quired subsidiary 
of A. O. Smith 
Corp., Milwaukee. 
W. B. Johnson, eee 

sales vice president of Erie, will serve 

as H. G. Smith’s staff assistant. H. D. 

Leisenring has been named general sales 

manager of the new organization. John 

Thompson is assistant sales manager. 

Plants at Erie and Los Angeles will con- 
tinue in operation. 

. 

Wallace D. 

Boone has_ been 

named vice presi- 

dent in charge of 

all manufacturing 

and engineering 

for OPW Corp., 

Cincinnati. Boone 

has been’ with 

OPW since 1949, 

first as chief en- 

gineer in charge 

: of product devel- 

Boone opment, research, 

testing and design, and subsequently as 

vice president in charge of engineering. 

» 

Joseph P. Battaglia has been named 
field representative for the Angelus Sani- 
tary Can Machine Co. He was formerly 
service manager, central California, for 
the Pacific Can Co., and sales represen- 
tative for Pacific division of National 
Can Corp. In his new post he will cover 
central and northern California, Oregon, 
Washington and Idaho, making his head- 
quarters in Los Gatos, Cal. 


8 
Harvey L. Spaunburg has been elected 
chairman of the board, and Wilbur C. 
Stauble president, of Veeder-Root, Inc., 
Hartford, Conn. Andrew J. Rebmann, 
vice president and secretary, has been 
elected to the board. Spaunburg, who 
has been president since 1954, succeeds 
John H. Chaplin, deceased. Stauble has 
been president of the Holo-Krome Screw 
Corp., a wholly owned subsidiary. 
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Paul A. Mankin 
is the new president 
of Petinco Systems, 
Inc., a subsidiary of 
Bowser, Inc. Petinco 
makes a coin-con- 
trol device for gas- 
oline storage tanks 
at service stations 
and bulk plants, ac- 
tuated by pre-valued 
tokens. A graduate 
of Purdue, and a 
former employe ean 
of the parent Bowser organization, Man- 
kin has been with Rockwell Manufactur- 
ing Co., Pittsburgh, for the past four 
years. He will make his headquarters 
in Chicago. 








go 47, Illi 


es, 


The Newest, Most Important 


Development in | 
Service Station Lighting! 


s 


G. H. Fox has been made vice presi- 
dent in charge of pump sales for Petro- 
leum Systems, Inc., 2914 E. Grand Blvd., 
Detroit, a midwestern distributor and in- 
staller of bulk liquid handling equipment. 


Bo A A Re 


s 





ee 
tT 


i 
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Recent changes at Plasti-Line, Inc.. 
include the appointment of Frank D. 
Wilson to the newly created post of 
manager of sales services. He was for- 
merly eastern regional manager. John F. 
Burton, formerly at Cleveland, has 
moved to New York to take over as 
eastern regional manager. David C. 
Esty, formerly at St. Louis, becomes 
area sales representative at Cleveland. 





i 


4 








COMPCO CORPORATION 


1800 N. Spaulding Avenue « Ch 


4 


L 


I. R. Fill’ppone has been made vice 
president and director of sales for the 
Amco Corp., national distributor of oil 
marketing equipment. He will maintain 
offices at Amco’s New York division 
and at the Chicago headquarters. 

* 


Several changes have been made at 
Bowser, Inc., Ft. Wayne, as part of a 
new integration program: 

Fred S. Ehrman has been named presi- 
dent of a newly formed marketing divi- 
sion which will take over sales and 
service functions for gasoline and lubri- 
cant pumps, filters and meters. 

Three divisions of the new marketing 
organization will be in charge of the 
following men, each as vice president 
and general sales manager: 

H. W. Lloyd, commercial products 
sales; J. E. Doelling, industrial sales, 
and R. D. Marsh, filtration products. 

Four regional vice presidents will be: 
H. K. Woodward, New York City; R. 
A. Bland, Chicago; M. M. Springer, 
Atlanta, and E. M. Kuhl, Los Angeles. 


Wilbur E. Combs has been named 
manager of development, and L. J. 
Healey vice president and general man- 
ager of the mechanical goods division 
of United States Rubber Co. Combs was 
formerly manager of market research. 
He will continue in charge of research, 
making his headquarters at Passaic, N.J. 








Write for Descriptive Literature! 
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lantic an 


Frank discussion of industry problems. Free exchange 
of marketing ideas. Effective two-way communications. 
Person-to-person coaching system. Mutual confidence. 

These are some of the reasons why such a close rela- 
tionship exists between the distributor and top manage- 
ment at Atlantic. This covers all phases of the business, 
from dealer training and financial counseling to developing 
plant facilities and building new business. 

Through a special Distributor Advisory Committee, 
Atlantic and the distributor work together as a team to 
establish and clarify marketing policies and objectives: 


es 


ed 


Whether it’s gasoline, heating oil, motor oil, or any 
of Atlantic’s many products, Atlantic Distributors are al- 
ways assured of highest quality. 

And with every product bearing the Atlantic name 
goes the marketing knowledge and experience gained in 
89 years in the petroleum business. 


For complete information about an Atlantic 
Distributorship, please write or call The Atlantic 
Refining Company, 260 South Broad Street, Phila- 
delphia 1, Pennsylvania. 


The Atlantic Refining Company 
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Jobbers Get 20/20 Weather 


Whatever happens to light and heavy fuel oil markets in January, at least job- 
bers have had a good example this winter of what 20/20 weather can do for prices 
and demand. Actually, the upper Midwest had better than 20/20 weather (20°F 
with a 20-mile-an-hour wind)—it had subzero weather with its wind. Demand 
taxed trucking and loading racks to their limits. 

January should be a good month for all fuels. This is true even if a warm spell 
sets in. Inventories of both light and heavy fuels on the Gulf and East Coast are 
well below those of last year. The up side of the market also has the psychological 
edge in the Midwest even though stocks at January | are higher than they were 
a year ago. Marketers in this area say the usual January thaw will not soften 
prices. December’s demand impetus was too great to be slowed down by a few days 
of mild weather. 

Gasoline, however, may be another matter. While inventory positions looked 
good at year-end compared with a year ago, the need for more light fuels will 
add to gasoline storage and could bring some soft-priced product into market. 

But the fact that refiners were borrowing gasoline late last year as a cash con- 
servation measure could offset additions to gasoline stocks, at least partly. 

In December some refiners at the Gulf were operating on unusually low working 
stocks and had difficulty meeting their tanker schedules. A refiner says it’s_ the 
amount of product picked up in market on these “delayed buying” schedules that 
largely will influence January’s gasoline market. 


December's 0.5¢ Distillate Cut... 


Long-term promises can backfire. A medium-sized Oklahoma refiner made offers 
of light fuel through 1958 at 0.5¢ off postings. A temporary slump in demand 
hanging over from November, as well as burdensome inventories, had other mar- 
keters meeting this price. While cold weather erased the price cut within a rel- 
atively short time, the refiner is “regretful” of ever making such a deal. 


A Lesson in Top Pricing 


In an industry full of uncertainties, it’s not always good to bow to pressure either 
up or down on term prices. Last spring no one thought the Detroit distillate mar- 
ket would ever get very far from current tank wagon prices. Companies advertised 
in local papers giving ceiling prices to householders in ‘an all qut try to lure them 
from competition. One company set its ceiling price at 15.6¢, the retail price then 
in effect. Later a 0.5¢ summer discount was given to retail customers. These cus- 
tomers have been back to 15.6¢ since Oct. | and have a bargain for the rest of the 
heating season. Now all new customers (if there are such animals in the Detroit 
market) must pay the new tank wagon price of 16.1¢ that became effective Dec. 22. 





YOUR GUIDE TO NPN PRICES 


Market barometer 7 page 1/25 
Refinery and terminal prices 126 
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First of the new Jet Airliners to be fueled by Blackmer pumps is this giont Boeing 707, now making scheduled passenger flights for Pan American from Idlewild Field in New York, 


BLACKMER PUMPS 


duel the Jet Airlinere | 


+ Sige deh Saianetcs pada Pe To meet the highly specialized fueling require- 
ments of the new jet air age, Blackmer pumps 
are specified by the Allied Aviation Fueling 
Company of New York, first organization to 
serve the commercial jets on a regular basis. 
Shown here is the Blackmer TX-6 truck pump 
that delivers 600 GPM at 50 pounds pressure. 
Mounted on each of two trucks, they provide a 
total fueling rate of 1200 GPM. 


Mr. John H. Eckert, Manager 
of Allied New York Fueling 
Services, says, “This is the 
largest pump capacity ever 
required for civil aircraft. The 
Blackmer pumps have per- 
formed very satisfactorily.” 


Shown above is the underwing fueling opera- 
tion for the Boeing 707. Delivery from each 
— TX-6 pump is made through two 24%” 
oses. 


FOR COMPLETE INFORMATION ON BLACKMER 
TRUCK PUMPS, WRITE FOR BULLETIN 200 








BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


TEST COASTAL CRUDE 


GRAV. LOW COLD 





YEAR 50 52 54 56 JFMAMJJASOND YEAR 50 52 54 56 JFMAMJJASOND 
1958 1958 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


4.60 








veAR 50 52 54 56 JFMAMJJASOND YEAR 5O 52 54 5% JFMAMIIJASOND 
1958 1958 

Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 

ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 

markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 




















MARKET BAROMETER 
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Refinery and Terminal Prices 








All prices are supplied by Platt’s Oilgram Price Service, NPN’s as- 
sociated “anyennne Arrows indicate upward or downward movement 


of the pr’ 
vious listing: November 17 


Motor Gasoline 


Guif Coast Cargoes— 

100 oct. prem. 12.625-14 
99 oct. prem... ..12.25-13.125 
98 oct. prem. ... .11.75-12.75 
97 oct. prem..... .11.625~12.625 
95 oct. prem. 11.25-12.25 
93 oct. prem. 

92 oct. prem... 

90 oct. prem... . ‘ 

80 oct. reg... . . 875 10.625 
84 oct. 9.5-10.5 
93 oct. reg... . .. .9.375-10.375 
79 oct. 7 9.125-10.125 
70-72 oct. M.... .9-10 
Albany, N. Y. 

98 oct. prem 

92 oct. reg. 

Baltimore, Md. 

98 oct. prem... 

96 oct. prem. 

92 oct. reg... 12.3 

90 oct. reg.. . 

Boston, Mass. 

98 oct. prem..... ay 18.2 
96 oct. prem. 14.5 rey 
92 oct. reg. 12 15.7 
90 oct. reg, 12 

Buffalo, N. Y. 

98 oct. prem. 

92 oct, reg. 

Charleston, S. C. 

97 oct. prem. 

95 oct. prem... 

90 oct, reg. 

87 oct. reg. 

Chicago, Hl. 

99 oct. prem. 

98 oct, prem, 

97 oct. prem. 

92 oct. prem. 

91 oct. reg. 

89 oct. reg. 

Detroit, Mich. 

98 oct, prem. 

92 oct, reg... 

Houston, Tex. 

97 oct. prem. 

90 oct. reg... . 

Jacksonville, Fla. 

97 oct, prem. 

90 oct. reg. 

Miami, Fla. 

97 oct, prem 

90 oct. reg... 
Minneapolis-St. Paul, Minn. 
99 oct. prem..... . 16.06 

98 oct. prem..... . 15.81 

89 oct. reg... .... 13.06 
Mobile, Ala. 

97 oct. prem... x 16.1 
90 oct, reg. 

New Orleans, La. 

97 oct. prem. 

90 oct. reg... . 

Norfolk, Va. 

98 oct. prem..... 

96 oct, prem.. 

92 oct, reg... . 

90 oct. reg... 

Pensacola, Fla. 

97 oct. prem... 

90 oct. reg... . 

Philadelphia, Pa. 

98 oct, prem..... 

92 oct. reg... ... .14. ye 14.8 
Port Everglades, Fla. 

97 oct. prem. ... .14.8~16.4 
90 oct. reg... ....12.8-13.4 
Savannah, Ga. 

97 oct, prem.... 

95 oct. prem..... . 14.28 

90 oct. reg.......1 

87 oct. reg.. 

Tampa, Fla. 

97 oct. prem..... 


Wilmington, N. C. 
97 oct. prem.. 

95 oct. prem. 

90 oct. reg... .. 
87 oct. reg... . 


Okla. (Okla. Shpt.) 
98 oct, prem..... 15.12 ~15.625 
89 oct. reg 12.37 -12.625 
Okla. Group 3 (Northern Shpt.) 
v8 oct. prem..... .14.625-15.5 

8 oct. reg...... .11.625-12.375 
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preceding the arrow. Prices as of December 22. Last pre- 


N. Tex. (Tex. & New Mex. Shot. 
97 oct. prem. 15.125-16.3 
95 oct. prem..... .15.125- 

88 oct. reg... ....12. 

86 oct. reg... ....12.375- 

84 oct. reg. 12.375-13.7 

W. Tex. (Tex. & New Mex. Shpt.) 
97 oct. prem..... .15.625-15.75 
95 oct. prem. 14.875-15.5 

88 oct. reg. .13.25-13.75 

86 oct. reg.......13-13.25 

84 oct. reg... 13 

E. Texas (Truck tr aw lots) 

97 oct. prem. .15-15.75 

88 oct. reg. 13,.25-13.5 

86 oct. reg... ....13-13.75 

84 oct. reg.......13-13.25 

Cent. W. Tex. (Truck transport lots) 
97 oct. prem. 15.875 

95 oct. prem. 

SS oct. reg. 

86 oct. reg. 

84 oct. reg 

60 oct, M & be- 

low 13.25 

Ark. (For shot. to Ark. & La. 

98 oct. prem. 15 
94 oct. reg. 

92 oct. prem. 


13.25 
12.75 
89 oct. reg... . 12 
11 
1}. 


7 
86 oct. reg i 
84 oct. reg. 5 
Kans. (For Kans. destinations only 
98 oct. prem. 15.254-15.625 
89 oct. reg. 12.375-12.625W 
60 oct. M & be- 
low... 11.375, 11.875 
Western Penna.—Bradford-Warren 
94 oct. prem. 14.75 
88 oct. reg. 13.5 
Oil City 
94 oct. prem. 4.75-15 
88 oct. reg. 13.25 
Pittsburgh 
94 oct. prem. 
88 oct. reg.. 


Ohio— Quotations by Sohio for 
delivery to Ohio points 

90 oct. reg... ....13.6 

Central Michigan 

100 oct. prem... . .16.25 

98 oct. prem.. 15.25-16 

92 oct. reg. 13.25-13.75 
California—_Los Angeles District 
Rack: 

98 oct. prem. 13.75W-15.7 
94 oct. prem. 12.75 -14.6 
88 oct. reg... . 11.75 -12.6 
84 oct. reg... . 10.75 VW -12.6 
Tank Car: 

98 oct. prem... . . 13.7. 

94 oct. prem.... 7 

88 oct. reg... .. 

84 oct. reg. 

Tank Truck (400 or more) 

96 oct. prem..... .20.9 

94 oct. reg.......17.4 

San Francisco District 

Tank Truck —" gal. or more 
96 oct. prem......21.4 

94 oct. reg.. 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 

41-43 w.w. kero . .9.6254-10.125A 
No. 2 fuel . 9.125 A-9.625 A 
53-57 d.i. gas oil. .9.5A- 

48-52 d.i. gas oil. 


5 


43-47 d.i. gas oil 9. 
Bunker C fuel $2. 00-2.10 
Bunker C fuel 
max. 1% sulf.... .$2.254 
Albany, N. Y. 
Kerosine, No. 1,..11.4 
No. 2 fuel.......10.9 
Diesel oil, shore 
plants. . 1L3ZA 
No. 4 fuel. $3.56 A4-.42A 
No. 6 fuel, no 
sulf. guar. . .. $2.55 
Baltimore, Md. 
Kerosine, No. 1...11.2 

do barges... .. 
No. 2 fuel... . 

do barges 
Diesel oil, shore 
plants 
No. 4 fuel. .... 

do barges... .. 
No. 5 fuel 

do barges. . 


No. 6 fuel, no 
sulf, 


Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 
Baton Rouge, La. 
Kerosine, No. 1 
No. 2 fuel... . 
Diesel oi], shore 
plants 
No. 5 fuel... .. 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers . 
Boston, Mass. 
Kerosine, No. 1... 
No. 2 fuel. .... 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 
Buffalo, N. Y. 
Kerosine (a)... . 
Diesel fuel (a).. 
No, 2 fuel (a) 
No. 5 fuel. .. 
No. 6 fuel.......8.15 


a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 
Kerosine, No. 1.. 
No. 2 fuel. ... 
Diese! oil, shore 
plants. . ; 
No. 5 fuel. . . . 
No. 6 fuel, no 
sulf. guar. 
do barges. . 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 
Chicago, Ill. 
Range oil, No. 1.. 10.75 4-12.85 
No. 2 fuel....... 10AQ-11.85A 
No. 5 fuel, low 
sulfur S.7A 
No 5 fuel, high 
sulfur . BAA-B.75A 
No. 6 fuel, low 
sulfur 7.654 
No. 6 fuel, high 
sulfur. . . . T1BA-7.5A 
Cleveland, Ohio 
No. 5 fuel 
No. 6 fuel. . 
*Delivered Cleveland 


a Christi, Tex. 
o. 6 fuel, no 
2.13 
. $2.10 
Bunker C, 
bunkers. . . 


Detroit, Mich. 
No. 1 fuel. . 


No. 6 fuel 

Houston, Tex. 

Kerosine No. 1...10.75A-11A 
10, 


No. 2 fuel...... vy 10.75 
do barges..... .9.754 
Diese! oil, shore 
10.7 A-10.75 


$2.13-2.30 
$2.10 


No. 6 fuel, no 


Light Diesel, 

bunkers S4.41A 
Heavy Diesel, 

bunkers. ........$3.90 
Bunker C, 

bunkers. ........ $2.10 


Jacksonville, Fla. 
Kerosine, No. 1.. ere try 
No. 2 fuel. . ALS-11 A 
Diese] oil, shore 


11.3-11.8, 

No. 6 fuel, no . 
sulf. guar... .....$2.45 

do barges... . . .$2.42 
Light Diesel, 
bunkers. . $4.746-4.956A 
Bunker C, 
bunkers $2.42 
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Miami, Fla. 

erosine, No. 1...12.1A 
Diesel oil, shore 
1LA-11.9A 


plan 

No. 6 fuel, no 

sulf. oo . $2.43 
rges......$2.40 


Ligh Diesel, 

$4.704-4.914A 
Bunker C, 
bunk 


Minneapolis/St. Paul, Minn. 
Range oil, No. 1. .11.18 ze] s 
No. 2 fuel. 43, 

No. 5 fuel, high 
Pee 

No. 6 fuel, high 

sulfur 78 


10. 8 ita 
hae Diesel, 
bunkers $4.735A 


New Haven, Conn. 
Kerosine, No. 1... 11.2 
No. 2 fuel 
Diese] oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf. gua 

do 
Light Diesel, 


Bunker C, 
bunkers. ....... 


New. Orleans, La. 
Kerosine, No. 1 
No. 2 fuel. 
Diesel oi}, shore 
plants 


sulf, guar 
do barges... .. 
Light Diesel, 


Heavy Diese 


New York Harbor 
Kerosine, No. 1 


111A 
$3.36 4-4.16 
$3.33 A-4.08 
$2.87 


“$2.84 


$2.40-2.48 
$2.37-2.45 
No. “6 fuel, max. 
1% sulf... . $2.78 
do barges. . $2.67-2.75 
Light Diesel, 
bunkers $4.52 
Heavy Diesel, 
$4.13A 


Bunker C, 
bunkers $2.37-2.45 


Norfolk, Va. 

Kerosine, No. 1...11.2. 
10.7 

Diesel oil, shore 

plants ILIA 

No. 6 fuel, no 

sulf. guar... . 

do 
Light Diesel... .. 


. 111-116 
10.9-11.4 


10.9-11.44 


11.2 
10.9. 
10.7 
10.4 


11.1 
aa 


. .$2.40-2.48 
$2.37-2.45 


$2.50-2.58 
$2.47-2.55 


. 84.524 


No. 6 a no 
sulf. Lees. 
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United States 

California 

Wilmington, 31 gravity 
Texas 

West Texas sour, 36 gravity 
Mid-Continent 

Oklahoma sweet, 36 gravity 
Williston Basin 

North Dakota, 36 gravity. . 
Pennsylvania 


Alberta 
Pembina, flat 
Venezuela 


Middle Eas’ 





Bradford, flat.............. 


Persian Gull, FOB Ras Tanura 
Arabian, 34 gravity......... 


Key Crude Oil Prices (4s of December 15) 


yo ate heavy, FOB Las Piedras, flat 1.78-1.93 








Port Everglades, Fla. 


Kerosine, No. 1...11.15-11.9A 
No. 2 fuel 10.9-11L.7A 
Diesel oil, shore 
plants. 10.9-11.7& 
No. 6 fuel, no 
sulf. guar. $2.43 

do barges $2.40 
Light Diesel, 
bunkers. . $4.704-4.914 A 
Bunker C 
bunkers. . . $2.40 


Portland, Me. 
Kerosine, No. 1... 11.34 


No. 2 fuel 10.8A 

Diesel oil, shore 

plavts LBA 

No. 6 fuel, no 

sulf. guar....... . $2.54 
do barges... .. .$2.46 

Bunker C, 

bunkers . $2.46 


Providence, R. 1. 
Kerosine, No. 1... 11.34 


No. 2 fuel 10.84 

Diese! oil, shore 

plants oe ABA 

No. 5 fuel... ....$3.42A 

No. 6 fuel, no 

sulf. guar. . $2.53 
do barges $2.46 

No. 6 fuel, max. 

1% sulf.. $2.88-2.96 
do barges $2.81 

Bunker C, 

bunkers. . . $2.46 


Savannah, Ga. 


Kerosine, No. 1... 10.95-12A 


No. 2 fuel 10.65-11.84 
Diesel oil, shore 
plants 10.75-11.8A 
No. 5 fuel. ..... . $3.01 
No. 6 fuel, no 
sulf. guar... .... .$2.45 

do barges... ... $2.42 
Light Diesel, 
bunkers. . . . .$4.746-4.956 4 
Bunker C, 
bunkers. . . $2.42 
Tampa, Fla. 
Kerosine, No. 1...11.05-11.8A 
No. 2 fuel... ....10.8-11.64 
Diesel oil, shore 
plants. . 10.8-11.6A 
No. 6 fuel, no 
sulf. guar... . . 2.37 

do barges $2.34 
Light Diesel $4.662-4.872 4 
Bunker C, 
en  OPEE 2.34 
Toledo, Ohio 
Kerosine.... . 12.3 
Diesel oil... . . ..114 
No. 1 fuel... .. 12.05A-12.4 
No. 2 fuel... ....11.054-11.4 
No. 5 fuel... ... .8.25-8.8A 
No. 6 fuel. . .. TESA 


Wilmington, N. C. 
Kerosine, No. 1...11.4A-11.5 


No. 2 fuel... ....11.1A-11.2 
Diesel oil, shore 
plants _ LL2A-11L3A 
No. 4fuel.......$3.344 
Light Diesel, 
bunkers. ..... $4.56 
Okia. ( ate. shpt.) 
42-44 w 

Seveshes .10.125-10.75 
58 & above d.i. 
SS Rie 9.875 A-10.375A 
No. 1 fuel...... 1A.) 10.25 
No. 2 fuel...... 9.254-9.75 4 
No. 6 fuel....... $1.75A-2.00A 
} arr erm Group 3 (Northern shpt.) 
tessaion. SP 10-10.75A 
58 & above d.i. 
Diesel... . 9.875 A-10.5A 
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No. | fuel 10A-10.25A 
No. 2 fuel 9.25A-9.5 

No. 6 fuel SL.70A 

N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. 

keror*ne 10-11.25 

58 & above d.i 

Diesel 


10-11 
No. 6 fuel $1.75 4-2.50 
W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. 

kerosine 11-11.25 
58 & above d.i. 

Diesel 10.75 
No. 1 fuel ; 10.25-11 
No. 2 fuel 10 

No. 6 fuel $2.60 


E. Tex. (Truck transport lots 
42-44 w.w. 
kerosine 

58 & above d.i. 
Diesel 9.5-10.5 

No. 2 fuel 9.75 

No 6 fuel $1.70A-2.50 


Cent. W. Tex. (Truck Transport lots 


10-10.6 


$2-44 w.w 

kerosine il 

58 & above d.i. 

Diesel 10.75 

No. 6 fuel 2.60 
Kansas (For Kans. destinations only) 
42-44 w.w. 

kerosine 10.25-10.5 
52 & below d.i. 

Diesel 10 

58 & above d.i. 

Diesel 10-10.125 
No. | fuel 9.875-10.25 
No. 2 fuel : 125A-9.5 


No. 5 fuel 1.70 
No. 6 fuel $1.65 4-1.854 
Ark. (For shpt. to Ark. & La.) 


12-44 w.w 

kerosine 11.375 
Tractor fuel ISA 
52 & below d.i. 

Diese] .. 105A 
58 & above d.i. 
Diesel...........10.8754 
No. 2 fuel....... 10.54 
No. 4 fuel 2.45 
No. 5 fuel -«. $2.25 
No. 6 fuel... 2.10 


Western Penna.- .—“- toe 
Kerosine . 

55 cetane Diesel i. iv 12 

No. | fue! 


No. 2 fuel. . 1125-11.5 
36-40 gravity fuel.10.75-11.25 
Oil City 

Kerosine ' 12.5V 

50 cetane Diesel. .11.5 

No. 1 fuel 11.75 

No. 2 fuel.......11.5V 
Pittsburgh 

Kerosine 11.954-13 
50 cetane Diesel. ri 15A-11.75A 
No. 1 fuel... . LIA-LA 
No. 2 fuel. . i, SA- 12 


36-40 gravity fuel.10.75 


Central Michigan 
Range oil, kero- 


sine 12.5-13.5 
P. W. distillate. . . 13.6 
No. 2 fuel. . 11.5-13 
U.G, I. gas oil 11 
No. 5 fuel x Ad lA 
No. 6 fuel. . 7.95A- 8, 35 A 


Ohio Quotations for 
to Ohio points 


Kerosine. 13.8 

No. 1 fuel. 13.6 

No. 2 fuel 12.6 
California—Los Angeles Dist. 
Rack: 

Stove dist. 

PS 100... 10.5-12 
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Sohio for delivery 


Diese fuel 
a 10-11.25 
Light fuel 
ee $2.80 
Heavy fuel 
400. $2.15-2.35 
Tank Car 
40-43 w.w 
kerosine...... 15.3 
Stove dist. 
Si 10.5-15 
Diesel fuel 
Ges sented 10-13.5 
Light fuel 
eeEicaseseud $2.80 
Heavy fuel 
Wacstecesces $2.15-2.35 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine........ .18.8 
Stove dist. 
3 : -- 15.5 
Diesel fuel 
Sa 14 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine. ... . — 
pape dist. 
PS 15.5 
Dieee! alfa 
PS 200.. 14 
Light fuel 
PS 300.. $2.85-3.03 
Heavy fuel 
Be Ge pendent $2.40-2.58 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine. . 19.3 
Stove dist. 
PS 100.. ; 16 
Diesel fuel 
PS 200..... 14.5 
Pacific Coast 


Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 

Diesel—Ps 200. . . $4.96 

Bunker C—PS 

4 


Th sciagniuuced $2.10 
San Fi = Calif. 
Diesel—PS 200... $5.17 


Bunker C—PS 
RES 
Seattle, Wash. 
Diesel—PS 200... $5.42 
Bunker C—PS 

400 


Mexico 
Ships’ bunkers: US dollars per bbi. of 
159 liters. 


Guaymas 
ray: $6.31 
Bunker C.......$3.20 
Manzanillo 
a $5.59 
Bunker C....... $3.20 
Minatitlan 
Bécrscoeks $4.52 
Bunker C........$2.15 
Salina Cruz 

Diesel. . .. $5.59 
Bunker C...... $3.20 
Tampico 
Diesel........... $4.52 
Bunker C........$2.15 
Vera Cruz 

Bunker C........$2.15 


At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 

FOB Group 3 

Grade 26-70 

4.5 


FOB Breckenridge, Tex. 
Grade 26-70 
4¢ 


LP-Gas 


a contract prices, tank cars 


New Yo 

H wr Being 10.05* A 
Philadelphia 9.3-9.84 
Toledo. 

Houston 5.5 
Oklahoma 


Group 3 
Baton Rouge 
Shreveport 
New Orleans 6.125 A 
*) Truck transport posting of one seller 
10.05¢ gal. 


5.5 
5.875M-6.1254 


Lubricating Oils 


Western Penna. 
—— Neutrals—No. 3 Col. Vis. at 


200 vis. (180 at 100°) 420 to 425 flash 


10 p.t.......-. 

ae 22 
ST ae ..21 

+ vis. (143 at 100°) 400 to 405 flash. 
eee 

3 DE.. cocvccsss 20 

25 oo Me atiae 19 


15 aT 23 
25 p.t. 22 
Cylinder stocks 

600 s.r. filterable. 15 
650 s.r...........16 
600 flash . 17 
630 flash. ..... 18 
Mid Conti 


‘ontinental 
FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals. 
vis. at 100° 0-10 p.p. 


Bright Stock—Conventional 


200 vis. D 

10-25 p.p........ 23 
150-160 vs. D 

0-10 p.p.... 21 
10-25 Pp. —— 20.5 
120 vs. 

Oe Mss ascues 20 
Bright Stock— Solvent 
150-160 vis. 


0-10 p.p., 95 v.i...23-24 
Neutral Oils—Conventional — Pale Oils 


60-85 vis. 

No. 2 col.. . 14.75 
86-110 vis. 

No. Zecol........ 1 


5 
150 vis. No. 3 col.16.5 
180 vis. No. 3 col.16.75 
200 vis. No. 3 col.17 
250 vis. No. 3 col.17.5 
280 vis. No. 3 col.17.75 
300 vis No 3 col.18 


Neutral Oils— Solvents— 95 v.! 


170-180 vis... .. .19.25-20.25 
200-210 vis. .....19.5-20.5 
300 vis........ 20.5-21.5 
Cylinder Stocks 

600 s.r. olive 

GR cd acccces 17.5 

Gulf Coast 


Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 k.t., 95 v.i.. .24 

Neutral Oils—Vis. at 100; 96 v.i. 0-10 p.t 
100 20 


Se Cbddcaceded 5 
eee 21.5 
500 vis.......... 22.5 
South Texas 


Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 

100 vis. No. 

144-24 col..... . 15.5 
200 vis. No. 

2-3 cols..........17 
300 vis. No. 
re 
500 vis. No. 

244-3 col.......18 
750 vis. No 

3-4 col... 18.25 
1200 vis. No 

3-4 col. 18.75 
200 vis. No. 
yer . . 19.25 
Red Oils 

100 vis. No. 

5-6 col. aoe 04 SRE 
200 vis. No. 

CO” ee | 
300 vis. No. 

5-6 col......... 17.5 
500 vis. No. 

5-6 col...........18 
750 vis. No. 

Geiss ca bacnee 18.25 
1200 vis. No 

5-6 col. 18.75 
2000 vis. 

cy. eae 19.25 


Aviation Gasoline 


Gulf Coast 8 
Grade 115/145... 
Grade 110/130... 
Grade 91/96... 


Houston, Tex. 
Grade 100/130... 
(Continued on next page) 


Pe. 
a 
ey: 


REFINERY AND TERMINAL a 
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Fi 


















































New Yerk Domestic 
me white 
erude scale 


Paraffin Wax Naphthas & 


Western 
eau em i 18.878 
coin a4. Solvents Large ent 135- 1.37 
iate Sestens Petrolatums Baltimore, Md. Western Penna. 


1 petens anee, AMP, ¥ hi . has 
P. Prices for Ay 4. 4 Western Penna. Mineral spirits... 


Oli City: 
pio Prey scale in nesta: bbls.; Bbis.; carloads; tank cars, 2.25¢ less. yak PT Stoddard solvent. 18 
FAS; ecale in bags or bbis; fully refined Snow white...... 8.625 naphtha. .... Pitt : 

in bags or cartons. Soft white....... 8.25 vom Sudden’ cotveat, is 





Tank Wagon Prices 











Dealer T.W. Tank Car 
(cents per gal.) 

Prices for gasoline do not include taxes; they do however, include inspection fees, ecembe 16.93 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate Month 17.05 
column include 3¢ federal and state taxes; also city and county taxes as indicated in et index is an average of dealer tank wagon prices ex tax in 50 cities. 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Tank car index is weighted average of following wholesale markets for regu- 
levied are i in footnotes. Di ts if any, are shown in footnotes. These prices hoon . + F ig imag 2 or Les ag ae ag ae = Diese, 
In effect December 15, 1958, as posted by principal marketing companies at their head- poms mad pom wai. ba saaaaaaie aaa al 
quarters’ offices, but subject to later correction. 


dieated 














Mobiigas Gasoline 
(Regular) Mobilfue! Mobilheat 


Socony Mobil 
Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) 


T.C. W. W. Taxes T.c. Yard T.W. T.C. Ww. C. Yard 


New York City 
Manhattan 
Bronx 
Kings 
Queens 
Richmond. . 

Mt. Vernon, N. Y... 

Albany 

Binghamton... 

Buffalo 

Jamestown. ... 

Plattsburg 

Rochester 

Syracuse 

Bridgeport, Conn. 

Hartford 

New Haven 

Bangor, Me. 

Portland 

Boston, Mass. 

Manchester 

Portsmouth 

Providence, R. 1. 

Burlington, Vt. 

Rutland 
*Com. cons. t.c. prices 0. 1bé higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex an city sales t: 

Discounts: Mobil Kerosine & Mobilneat —NYC (all boroughs) & Mt. * sre We w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—aAll points, t.w. less 0.5¢ for deliv- 
eries of 800 gal or more. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 

Note: Mobilfuel Diesel prices at yard level were subject to 0.5¢ voluntary allowance from June 26 to June 30 inclusive; and 0.25¢ voluntary allowance July 1 to Nov. 6, inclusive. 

Mobil kerosine prices at yard level were subject to 0.25¢ voluntary allowance from July 1 to Nov. 6, inclusive. 


30 E. 40 ST., N.Y. C. EM 1-4100 Nit Athw Jersey PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


oc 


coco 


eh ws: 
6 Go G0 So me me me 
: en 2esss 
IIH RAR 


Pr Pe Pere ee res! 


15.1 
15.2 
15.9 
15.5 


—— — 8S 8S Go Ge 
ee er 


p bwID 
re 


¢ 1a 
Ce 
ee ed ye 


16. 0 
16.0 
15.0 
16.2 
16.4 


OP mOm MIOCENE OS: 


oe mer 


TT 


13.1 
9.5 13.3 


























Marketer of Petroleum Products Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION NEW YORK 20,N.¥. 


New York Sydney, N. S. Boston 
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Atlantic Refining Imperial Oil pat gee had yy a gal; to arrivé at price p* U.8 





Esso Furnace 
Atlantic Gasoline Kerosine Esso Gasoline Oil 
(Regular) and No. 2 (Regular) Gasoline Kerosine (No. 2 Fuel) 
Dir. Cons. Gasoline No. 1 Fuel Fuel Dir. T.W. Taxes T.W. T.W. 
T.W. T.W. Taxes T.W. Ww. St. John's, Nfld. 23.2 17.0 24.7 17.7 ‘ 
Philadelphia, Pa *15.3 16.3 8.0 15.45 14.8 Halifax, N. 8. 22.2 17.0 23.7 16.7 Set 
Reading *15.3 16.3 8.0 15.85 15.2 St. John, N. B. 22.2 15.0 25.7 16.7 | 
Allentown. "15.3 16.3 8.0 15.85 15.2 Charlottetown, P. E. I. 23.9 16.0 26.2 18.3 wrt 
Harrisburg. *15.3 16.3 8.0 15.85 15.2 Montreal, Que. ar 13.0 24.6 17.3 a © 
Wilkes-Berre "15.3 16.3 8.0 16.15 15.5 Toronto, Ont. A 22.8 13.0 25.1 17.6 . 
Williamsport "15.3 16.3 8.0 16.15 15.5 Hamilton, Ont. 22.8 13.0 25.1 17.6 : 
Pittsburgh **16.1 17.1 8.0 16.4 15.55 Winnipeg, Man. 22.6 11.0 28.5 18.4 — 
Altoona **16.1 17.1 8.0 16.4 15.55 Brandon, Man. 25.2 11.0 28.5 20.6 
Erie **16.1 17.1 8.0 16.4 15.55 Regina, Sask. 21.9 12.0 25.2 17.1 
Greensburg or. i 7.1 8.0 16.4 15.55 Saskatoon, Sask 24.8 12.0 27.9 17.4 
Wilmington, Del. 14.9 15.9 8.0 ‘ , Calgary, Alta. 21.1 10.0 24.4 16.2 
Hartford, Conn. 14.4 ; 9.0 Edmonton, Alta 20.6 10.0 23.9 15.7 
New Haven 15.7 9.0 15.2 Vancouver, B. C. 22.6 10.0 25.4 17.1 
Boston. _— 4 , 8.5 Taxes: Gasoline taxes are esi taxes. 
Springfield 14.9 8.5 Note: Premium-grade t.w.Nfld., N.S., P-E.I., N.B., Que., 5.0¢ above regular; Ont 
Pi ee ag R. I. 13.0 9.0 «a+ 3 15.0 Man., Sask., Alta., B.C, 4.5¢ above regular. Z 
Camden, N N. J. 13.4 14.9 8.0 15 4 14.7 Established tank wagon prices are shown below. Some temporary prices may be in effect 
Newark. . 13.4 14.9 8.0 15.2 14.7 in one or more localities. 
Albany, N.Y. 16.1 16.6 7.0 15.6 14.8 
Binghamton 16.4 16.9 7.0 16.1 15.6 
= vlo 16.1 16.6 7.0 16.8 16.4 
mira 16.4 16.9 7.0 16.6 15.9 . 
= sc, 6CUesStCiStS Os Undiana Standard (© 
Syracuse 16.6 17.1 7.0 5 . 
Baltimore, Md 14.9 15.9 9.0 si 14.6 Red Crown Gasoline Standard 
Richmond, Va. 14.9 15.9 9.0 15.4 14.7 , (Regular) ; ; Furnace Oil 
Charlotte, N. C. 15 15 16 1 10.0 60 153 Dir. Cons. Gasoline Kerosine 1-89 100 gal 
Jacksonville, Fla. 10.4 14.9 10.0 eke T.W. T.W. Taxes T.W. gal and over 
Miami 13.9 16.1 10.0 ‘ Chicago, ll. 16.6 18.6 8.0 17.1 16.9 (a) 
*Fair-trade minimum service station price 19. 9¢ South Bend, Ind... 16.4 18.1 9.0 18.6 17.3 16.3 
**Fair-trade minimum service station price 20.9¢ Detroit, Mich. 16.5 18 0 9.0 18.3 16.6 15.6 (b) 
Mpls.-St. Paul, Minn. ‘ 18.7 8.0 17.9 16.5 (a) 
Heavy Fuels Des Moines, lowa. . 18.0 90 17.5 15.9 14.9 
No. 5 No. 6 Bt. Lenin Jee. 17.4 7.5 17.5 15.9 14.9 ¥ 
hilade 9.43 7.4¢ ichita, Kansas 16.1 17.6 8.0 15.9 14.1 13.1 
Pilladeiphie . ; Omaha, Nebr. 18.2 10.0 17.7 15.3 14.3 
Less voluntary allowance, 0.19¢. Fargo, N. D 17.6 19.1 90 18 9 162 15 2 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal Huron, 8. D. 17.8 19 3 90 18 8 16.6 15 6 
for t.w. deliveries under 100 gal at one time. Camden— Add 1¢ for deliveries of 100-299 Milwaukee, Wis... 16.8 18 3 90 18.0 17.0 (a) 
gal, 2¢ for under 100 ga! (a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over. ~ f 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal Me 


I d 1 d 1 dd 
Esso Standard ‘ids gal andover gal, and.over gal and over 


Standard Furnace Oil 














— — 100-174 100-349» «175-849 ~—-850 gal 360 gal 
Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel \ : gal gal gal and over =—_ and over 
T.W. T.W. Taxes T.W. T.W. Apls.-St. Paul 15.5 14.8 14.3 
, : 3 Milwaukee 16.0 15.5 
Atlantic City, N. J. 13.4 14.9 8.0 15.2* 14.7 
Newark 134 14.9 80 15.2* 47 Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace oil 
Baltimore, Md. 14.9 15.9 90 ae 14.7 prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
C ae rland 15.9 16.9 9.0 want added where applicable. 
Washington, D.C 14.9 15.9 90 15.3 Discounts: Red Crown ¢.t.w. prices at some points subject to varying discounts for 
Danville, 15.4 16.4 9.0 16.3* 15.8 quantity deliveries. 
we ogg 14.9 15.9 9.0 15.6 14.9 
Norfolk 14.9 15.9 9.0 15.4 14.3 
Richmond 14.9 15.9 9.0 15.4 14.7 
Roanoke 15.9 16.9 90 17.3” 16.5 Prices are tank truck postings, ex all taxes, ap 
Charleston, W. Va 14.9 15.9 90 15 8* Stan ar 0 Ca plying for deliveries of 400 gal or more; see 
Fairmont 14.9 15.9 9.0 17.0* * — below for other deliveries. 
Parkersburg .. 14.9 15.9 9.0 16.3" Standard 
Wheeling < 10 17.0 9.0 16.3* Chevron s 
Charlotte, N.C. 15.6 16.1 100 16.0 15.3 Chevron Gasoline ; Diese! Furnace Stove 
Hickory 15.7 16 2 10.0 16.2 15.6 (Regular) Taxes Kerosine Fuel Oil Oil 
Mt. Airy 15.7 16.2 10.0 16.5* 15.8 San Francisco, Calif... 17.9 9.0 19.3 14.5 14.5 16.0 
Raleigh 15.9 16.4 10.0 16.5 15.9 Los Angeles : 17.4 9.0 18.8 14.0 14.0 15.5 
Salisbury 15.6 16.1 10.0 16.0 15.9 Fresno 19.0 9.0 21.3 15.3 15.3 16.8 
Charleston, 8. C. 15.5 16.0 10.0 eg 14.4 Phoenix, Ariz 19.1 8.0 22.2 16.4 16.4 19.4 
Columbia 16.4 16.9 10.0 3 16.1 Reno, Nev 20.3 9.0 21.9 17.0 
Spartanburg 15.5 16.0 10.0 15.0 Portland, Ore. 18.5 9.0 21.3 14.5 
New Orleans, La. 12.9 13.9 10.0 14.1° Seattle, Wash. 18.6 9.5 21.3 14.6 
Baton Rouge 13.9 14.9 10.0 13.9* Spokane 20.8 9.5 24.1 16.5 
Alexandria 14.9 15.9 10.0 15.0" Tacoma 18.6 9.5 21.3 14.6 
Lake Charles 13.9 14.9 10.0 13.8* Boise, Idaho 20.3 9.0 31.1 16.4 16.4 17.9 
Shreveport 14.9 15.9 10.0 15.9* Salt Lake City, Utah 18.7 9.0 20.2 15.0 13.5* 15.5 
New Iberia 14.9 15.9 10.0 14.3* Honolulu, T. H. 19.0 11.5 20.4 15.3 15.3 
Knoxville, Tenn. 14.9 15.9 10.0 16.4* Fairbanks, Alaska.... 29.8 8.0 37.4 
Memphis 14.1 15.1 10.0 15.9* Juneau 20.2 8.0 29.3 
Chattanooga 14.9 15.9 10.0 16. 3° *Standard No. 2 Burner Oil. 
Nashville 14.9 15.9 10 0 16 2° Taxes: Honolulu— Diesel /furnace oil price is ex 1¢ territorial tax; all T.T. prices are ex- 
Little Rock, Ark. 13.6 14.6 9.5 16.6 Hawaiian gross income tax of 1% to resellers, 2.5% ro consumers. 
*Prices apply for kerosine only. Notes: For other deliveries— 
Heavy Fuels Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
No. 4 Fuel No. 6 Fuel gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; ofr 
Newark, N. $3. 882 $3034 less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
Baltimore, oH 4.24 3.23 — and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
Washington, D. C. 1,050 gal minimum 1 53 3.26 : «a r, wad = Chevron (regular) for quantity delivered at points above except Salt a 
° : ake City—s¢ 
Taxes: Louisiana kerosine prices do not include I¢ state tax. Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
Note: Kerosine/No. 1—Atlantic City prices are for deliveries of 300 gal or more 3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
regular. l¢ for 40-199 gal, 0.5¢ for 200-399 gal. 
#Subject to temporary voluntary allowance of 8¢ bbl. (Continued on next page) 














Figure vse our FAST, EASY-TO-READ ||A 
PETROLEUM CALCULATOR CARDS 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 





































New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request| ||) 
DEGREE DAY SYSTEMS 39-30n sath st. WOODSIDE 77, N. Y. TWining 8-6666 
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Continental Oil 


(N.B. Prices are Continental's tank wagon prices. Current selling prices may vary from 
those shown because of local conditions.) 


Ohio Standard 


Sohio Extron Gasoline (Regular) 
on: Gasoline Kerosine 
Resellers W. $.S. Taxes Ww. 


Akron : 5 20.§ 


Canton 5 20.§ Taxes: Gasoline taxes include these 


city taxes; Albuquerque & ee 0.5¢; 


os bo 


Conoco 
Gasoline Gaso- Kero- 


Cincinnati 7 18.4 
Cleveland 5 

Columbus 

Dayton 

Lima 

Mansfield 

Portsmouth 

Toledo 

Youngstown. 

Zanesville 16 9.6 


2 Oo 8 Bo be 


HPHHPHPPBMSHe 


CHOW WOWH Www 


w 


. line — sine Santa Fe, ‘Cheyenne & Cas 1¢. 
(Regular) Taxes T.W. Discounts: Salt = ‘twin ra 
Denver, Colo. 17.6 9.0 17.7 wong Fae ee iene Ose 
Grand June- 400 gal & over, deduct I¢. 

ti Notes: Premium-grade t.w. prices 3.5¢ 
above regular, A ee Utah & Idaho 
premium grade 3. 

*Prices apply to dealers and consumers 
except Oklahoma points where consumer 


20.2 9.0 20.4 
18.2 9.0 18.4 
18.3 9.0 17.9 
Cheyenne.... 18.5 9.0 18.7 


Notes: Kerosine, Nos. | & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add , 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- Billings, Mont. 19.4 9.0 21.2 
sellers 3 5¢ above regular. 8.8. prices are at company-operated stations. 20.5 9.0 23.0 


prices are 1¢ higher. 





Texas Company 


Fire Chief Gasoline 
(Regular) 


Con- Kerosine 
Dealer ler 
T.W. 
Dalles, Tex.. 15.4 
Ft. Worth... 15.4 
Wichita Falla 16.5 
susrile. . 6 


+k ania: 
Wa 


San Antonio. 
Port Arthur... 


Gasoline taxes: 8¢. 


Notes: Prices are for min. 50-gal de- 
liveries. Gasoline—Premium-grade_t.w. 

ices 3.5¢ above regular, except El Paso, 
1) 7¢ higher. Kerosine—Prices apply to 
dealers & consumers. 





19.4 9.0 
20.3 9.0 


9.0 


9.0 


9.5 


23.0 
23.0 


19.2 


21.8 


Kentucky Standard 


Crown Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 


Atlaata,Ga.. 16.4 9.5 16.0 


Birmingham, 

Ala 16.3 11.0 15.9 
Jackson, Miss. 16.5 10.0 16.2 
Jacksonville, 

Picsctas. 00.3 10.0 16.0 
Louisville, Ky. 16.2 10.0 16.2 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 


Gasoline Markets 











Average 1958 Prices: 55 Cities 


Following are 1957 averages for 55 cities, computed from first-of-the-month prices 
as compiled by National Petroleum News. State and/or local sales tax at Buffalo, New 
York, Atlanta, Jackson, Chicago and Detroit are not included in prices. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for re rt (house-brand) gasoline, and taxes 
in 55 representative U.S. cities on Dec. 1, 1958 as compiled by National Petroleum 
News are shown below ae are in ¢ per yey (i) and (d) indicate increase or decrease 
as compared with Novy. 1, 1958. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T. W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (extax) (incl. 3¢ federal) (incl. tax) 
Average U. 8. d-15.55 d- 20 36 & d-29.30 
Portland, Me. d-10.40 3.90 10 d-23.90 
Manchester, N. H. d-14.90 90 9 d-27.90 
Burlington, Vt. 17.60 24.40 33.9 
Boston, Mass. d-11.90 40 d- 4 
Providence, R. 1. d-12.10 90 -2 
Hartford, Conn. 40 90 
Buffalo, N. Y. 5.10 21.90 
New York, N. Y. 5.90 25.50 
Newark, N. J. 20 90 
Philadelphia, Pa. 20 i-19.90 
Wilmington, Del. 90 90 
Baltimore, Md. 90 90 
Washington, D. C. 90 20.90 
Charleston, W. Va. 90 90 
Norfolk, Va. 90 90 
Charlotte, N.C. 15 a 
Charleston, 8. C. 50 21.90 
Atlanta, Ga. i 90 
Jacksonville, Fla, 3.90 
Birmingham, Ala. 5.90 
Jackson, Miss. 5. 50 
Memphis, Tenn. 90 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio. . 
Indianapolis, Ind. 
Chicago, Ill. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N. D. 
Huron, 8. D. 
Omaha, Neb. 
Des Moines, Ia. 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla.. . 
Little Rock, Ark... 
New Orleans, La. 
Dallas, Tex. 
Hauston, Tex. 
E] Paso, Tex.. . 
Albuquerque, N. M. 
Denver, Colo... 
Cheyenne, Wyo. 
Great Falls, Mont. 
Boise, Idaho 
Salt Lake City, { ‘Utah 
Reno, Nev.. 
Phoenix, Ariz. 
Los Angeles, Calif. 
San pages, ( Calif. 
Portland, Ore. 
Seattle, Wash.. ; 
Spokane, Wash... . d-17.90 ‘ d-30.90 
*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 


Corer oeew-3-31 5020 


130 


Dir. T. W. Ser. Sta. Tax . Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 

Average U.S........ Rohe 22 : 8.91 30.38 
NG IN. 505 a ended ova ‘ yt 10.00 28.73 
Manchester, N. H... y 9.00 29.07 
Burlington, Vt... .. if 9.50 
Boston, Mass.. ‘ 3.83 8.50 26. 65 
Providence, R.I............ 3.67 7.73 8.17 
Hartford, Conn. uenedae 7 9.00 
Buffalo, N. Y. 22 00 
New York, oy ae eiike ‘ 00 
Newark, N. J. eae 50 
Philade sIphia, Pa... sla ; ¢ 00 
Wilmington, Del. ; ; 8 
Baltimore, Md............. 
Washington, D. C.......... 
Charleston, W. Va. 
Norfolk, Va......... 
Charlotte, N.C. 
Charleston, 8. C. 
Atlanta, Ga... 
Jacksonville, Fla. 
Birmingham, Ala. 
Jackson, Miss. 
Memphis, Tenn... 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, IIl.. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn..... 
Fargo, N. I 
Huron, 8. D.. 
Omaha, Neb... 
Des Moines, Ia. 
St. Louis, Mo.. 
Wichita, Kans... 
Tulsa, Okla... . 
Little Rock, Ark. 
New Orleans, La.. 
Dallas, Tex..... 
Houston, Tex.. 


ssssssss 


SeecwmusSecescow 
s 
* 
* 
* 


y Seeseeesenqeqecesses 


* 


Albuquer ue, N. M..... 
Denver, Colo.. 
Cheyenne, Wyo.. 
Great Falls, Mont.. 
Boise, Idaho 

Salt Lake City, U tah.. 
Reno, Nev 

Phoenix, Ariz... 

Los Angeles, Calif. 
San tee gy Calif. 
Portland, Ore.. 
Seattle, Wash. 
Spokane, W; ‘ash... 


“Includes 0.5¢ city tax. **Includes 1¢ city tax. **¥Inc ludes 1 Be city tax. 
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Gasoline Markets 

















* e Ww 
Gasoline Consumption by State, June and July 1958 y, 
(American Petroleum Institute Figures) Y 
—- -—Month of — ~~ Months Ending With—~ -—— : ith of - ~ 
Tax Ratet May 1958 June 1958 June 1957 June 1958 June 1957 June 1958 July 1958 July 1967 
Cents 000 Gal. 000 Gal. 000 Gal 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. Pes rf 
Alabama 7 79,379 77,737 461, 1: 449,997 79,379 82,496 81,370 
Arizona... .. 5 38, 402 d 26 22 204,612 38, 402 35, 628 36, 602 
Arkansas... . 614 54,050 264, 706 54,050 52,801 50,697 
California 6 492,818 2, 2,674,703 492,818 513,901 500,038 
Colorado Si 6 61,801 307 ,035 61,801 73,215 67,969 
Connecticut. . 6 62, 883 348,113 63, 883 68, 383 67 , 287 
elaware. . 5 16, 782 87.487 16, 782 17,734 17,568 uJ 
District of Columbia 6 16,265 99,094 16,265 16,679 17,055 
Florida Siene p 7 144,915 853,79 144,915 146,544 140,056 
J Sree 6!5 102,765 592, 8 102,765 107 , 898 106, 829 Z 
daho...... 6 26,022 119,7 26,022 28,428 27,470 
Illinois. . . . 5 260, 663 l, 1,413, 38 260, 663 255, 958 267, 849 _——s 
Indiana. . . 6 148,009 844, 148,009 156,751 162,356 
lowa.... 6 129,785 562, 8: 129,785 94,003 112, 688 j 
Kansas. . 5 109, 689 498 , 3: 109, 689 102, 236 109, 350 
Kentucky 7 76,976 421, 76,976 78,177 78,893 
Louisiana 7 80, 166 445,57 86, 466 82,554 79,864 O 
Maine. . 7 28,735 141, 1 38,735 35,319 35, 365 
Maryland 6 74,550 411, 74,550 78, 152 75,414 
Massachusetts 5% 115,959 640, 7: 115, 959 124,615 122, 161 ‘/ 
Michigan 6 218,507 1,3 1,235, : 218,507 249,379 247 ,026 
Minnesota 5 119,019 577, 119,019 129,000 129, 151 
Mississippi 7 51,085 306, 51,085 58,798 52,577 
Missour1. 3 148,650 781,93 148, 650 149, 636 151,742 
Montana 6 28,739 133, 13 28,939 34,055 35, 987 
Nebraska . 7 57,456 274, 57,456 61,794 65,049 
Nevada 6 13,795 62, 13,795 14,656 14,848 
New Hampshire 6 16,622 9, 16,622 23,336 
New Jersey 4 176,373 906, 176,373 165, 173 
New Mexico 6 39,893 , 193, 3 39, 893 40,846 
New York 4 345, 876 1,! 1, 869, 345,876 379,005 
North Car olina 7 111,601 661, 111,601 118,752 
North Dakota 6 31,797 140, 31,797 33,024 
Ohio...... 5 281,784 Pi 1,512, 83 281,784 280,394 
Okl ‘homa.. . 646 96,915 453, 96,915 ° 
Oregon. ..... 6 58,910 : 300, 57,910 64,608 
Pennsylvania ...... ; 5 271,077 1, 1,477,3 271,077 297,118 
Rhode Island **6 17,565 115, 17,565 252 
South Carolina . 7 59,550 334, 13 59,550 
South Dakota 6 34,437 146,6 34,437 
Tennessee 7 98,171 526 98,171 
Texes 5 441,460 2 2, 146 441,460 
Utah 6 29,546 28,373 149, 29,546 
Vermont 615 11,549 11,270 55, ¢ 11,549 
Virginia 6 107 ,926 105,412 603, 107 ,926 
Washington 616 76 87,183 84,331 185,598 445, 60: 87, 183 
West Virginia 6 38, 462 46,250 39,218 237,045 241,8 46,250 
Wisconsin. . 6 120, 156 116,645 111,501 604, 484 585,212 116, 665 
Wyoming 5 14,046 17,905 17,635 73,810 74,032 17,905 
Total 48 States and D. of C........ 5,219,204 5, 257, 200 5,070, 829 28,295,071 27,782,361 5, 257,200 . 5,3 
Daily Average 168 , 361 175,240 169,028 156,326 153,494 
Change from previous year: 
Total Change. . +186, 371 +512,710 
Percentage change in Daily Average ‘ +3. 48% +1.85% 





* Excludes Oklahoma. a 
t These are state tax rates per gallon. In addition there is the federal tax of three cents (3¢) per gallon 
** Rhode Island gasoline tax increased two cents (2¢) June 1, 1958. 
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A Fine Lubricating Qualities | y 


Because it’s full of For Greases and Fluid Lubricants 
useful money- 


making manage- ermine KERR—McGEE OIL INDUSTRIES, INC. 
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“There's no excuse for not using Mack diesels 
—when you get the kind of performance we 
get,” says H. M. Egner of Galion, Ohio. 
“‘We’re realizing consistently low fuel con- 
sumption ... maintenance costs have been 


H. M. Egner says: 


a ne nei SAN Nesmith 


reduced tremendously ...and you can’t 
touch Macks for dependable operation. As 
for our drivers, they tell us that Macks are 
the most comfortable units to drive that 
they’ve ever handled.” 


“Top performance! That’s why 
we’re switching to MACK diesels” 


“Frankly, we had to be shown,” says Mr. H. M. 
Egner, president of F. J. Egner & Son, Inc., 
midwestern liquid haulers. “But the economy 
and long life of Mack Thermodyne® engines 
did just that. 

“About two years ago we decided to try out 
two Mack diesels. No babying, either. These 
units had to get out and haul our heaviest loads 
over our toughest routes . . . meet our most 
rigorous schedules . . . undergo our most search- 
ing cost analysis. And they met every test with 
plenty to spare! 

“On the strength of their performance, we re- 
placed about half our 125 power units with Mack 


diesels and will continue to add more diesels as 
fast as it’s economically feasible.” 
* * * 

Why not profit by Egner’s experience? Ask your 
Mack branch or distributor to send over an 
expert on more profitable hauling for you—soon. 
Mack Trucks, Inc., Plainfield, New Jersey. In 
Canada: Mack Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 





Metcalfe 


Colclough 


McCoy 


About Oil People 





Crymble 


Here's Tidewater's Eastern Division Lineup 


Robert G. Reed III was appointed 
eastern division marketing manager of 
Tidewater Oil Co. and a member of 
the division operating committee, ac- 
cording to an announcement by J. G. 
Jimenez, eastern division manager. 

Reed, formerly assistant Middle-At- 
lantic district manager at Philadelphia, 
succeeds Raymond M. Kennett, who 
had been acting as division market- 
ing manager. Kennett returns to Cali- 
fornia to assume a sales supervisory 
post there. 

Robert M. Metcalfe, former division 


News Notes 


retail and distributor sales 
becomes assistant division 
manager. 

Donald Y. McCoy, manager of the 
New England marketing district, suc- 
ceeds Metcalfe as division retail and 
distributor sales manager. 

Frank S. Colclough was named di- 
vision dealer and distributor relations 
manager. Formerly a_ divisional mar- 
keting assistant, he succeeds Rush F. 
Carrier, now special assistant to the 
division marketing manager. Carrier 
plans to retire this year. 


manager, 
marketing 


Samuel H. Crymble, a division mar- 
keting assistant, becomes administrative 
assistant to the marketing manager. 

Joseph M. Jerome, former assistant 
New York district marketing manager, 
was named New England district man- 
ager. Thomas M. Hennessy, former area 
supervisor at Baltimore, succeeds him. 

Albert B. Baxter, supervisor of ser- 
vice station development in New York, 
was appointed assistant manager of 
the Middle-Atlantic marketing district 
at Philadelphia, succeeding Robert 
Reed III. 





Briggs Thompson 

C, G. Briggs succeeds E. D. Thomp- 
son as general sales manager, retail, 
at Standard Oil Co. of California, 
Western Operations, Inc., and as presi- 
dent of the subsidiary Standard Sta- 
tions, Inc. Thompson, who held the 
posts since 1954, has retired after 42 
years with the company. Briggs, as- 
sistant general sales manager, retail, 
since 1955, was district manager at 
Fresno, Calif., for nine years before 
that. He joined Standard in 1923. 

W. B. Wright, formerly regional sales 
manager for the California Co., Stand- 
ard’s Midwest subsidiary, moves to San 
Francisco to succeed Briggs. 

e 


H. W. Tallevast has sold his Horry 
Supply Co., formerly a Phillips jobber- 
ship in Conway, S. C., to Pure Oil Co., 
which will operate it direct. Pure also 
bought the Stone-Rogers Oil Co., Phil- 
lips jobbership at Florence, S. C. 


New members of the general com- 
mittee of the division of marketing of 
the American Petroleum Institute are: 
Don H. Miller, Skelly Oil Co.; W. M. 
Murray, Kerr-McGee Oil Industries; 
Charles Pall, Pall’s Standard  Serv- 
ice; Francis J. Schuster, Troy Oil Co.; 
J. M. Shea, Jr., American Petrofina 
Co. of Texas, and J. A. Vickers, Vick- 
ers Petroleum Co. 

API board directors named by the 
president to serve on the marketing 
general committee are: S. H. Elliott, 
Standard Oil Co. (Ohio); John Har- 
per, Harper Oil Co.; J. G. Jordan, 
Shell Oil Co.; B. L. Majewski, Great 
American Oil Co., and Stanton K. 
Smith, Smith Oil & Refining Co. All 
served on the committee last year. 

Cc. J. Guzzo, Gulf Oil Corp., was 
named vice president for marketing 
(see next page). Other new vice presi- 
dents are: L. E. Fitzjarrald, Phillips 
Petroleum Co., production; Clarence J. 
Thayer, Sun Oil Co., refining; W. J. 
Arnold, Pure Oil Co., finance and ac- 
counting, and Charles E. Spahr, Stand- 
ard Oil Co. (Ohio), transportation. 

* 

New members of the National Oil 
Jobbers Council executive committee 
are: Don Condon, Condon Oil Co., 
Ripon, Wis.; Roger MacDonald, Ben- 
nett Oil Co., Denver; C. G. Mercatoris, 
Mercatoris Oil Co., Jacksonville, N. C.: 
Roy Thompson, Apex Motor Fuel 
Corp., Chicago, and John White, Port 
Oil Co., Charleston, S. C. 
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Finnell 


Robert Rath, formerly general sales 
manager, dealer sales, at Union Oil 
Co., is now in Hawaii as manager of 
wholesale and retail marketing and 
distribution for the territory. His for- 
mer duties go to C. Haines Finnell 
under the new title of manager of re- 
tail marketing. Finnell joined Union 
12 years ago as manager of public 
relations and advertising. Seven years 
later he became manager of Eastern 
Continental sales, a post he held for 
three years until being named director 
of public relations and advertising. 
Jerry Luboviski, manager of public 
affairs for the company, succeeds Fin- 
nell. Before joining Union, Luboviski 
was manager of public relations for the 
Western Oil & Gas Assn. 

* 


W. L. Heinz, executive secretary of 
the South Carolina Oil Jobbers Assn., 
reports he’s doing fine. He went home 
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About Oil People 





from the hospital a week after missing 
the NOJC meeting and improved stead- 
ily. A week later he was driving to 
the office each morning. “I think my 
progress has even surprised my doc- 
tors,” he réports. 
e 

The Society of Independent Gaso- 
line Marketers of America increased 
its board from eight to eleven. New 
directors are: A. M. Blakely, Blakely 
Oil Co., Phoenix, Ariz.; Paul Deer, 
Bonded Oil Co., Springfield, Ohio, and 
J. O. Price, Jr., Imperial Florida Oil 
Co., Winter Park, Fla. 


€ 
Eugene D. Smith, assistant adver- 
tising manager for Lion Oil Co., 
moves up to advertising manager. He 
replaces Clarence R. Olson, who will 
remain as consultant in matters per- 
taining to advertising and sales pro- 
motuon. 
a 
James D. Bogan has been named to 
the new post of director of retail dis- 
trbutor sales for the marketing division 
of Arkansas Fuel Oil Corp. Formerly 
manager of the Texas division at 
Heuston, he takes on staff responsibility 
for all sales through commission and 
salaried agencies. 
ae 
Robert M. Gray, manager of Esso 
Standard Oil Co.’s advertising and sales 
premotion division, was presented with 
an award by the Advertising Council. 
Gry was coordinator of the “Confidence 
in a Grewing America” campaign. 


e 
Stanley G. Courtney, president of Pow- 
er Oil Co., Lexington, Ky., has sold his 
cempany to Shell Oil Co. He expects to 
spend the winter in Florida with his 
family but has not announced any future 
business plans 
e 
Alan Gardner is now in charge of 
lube grease sales for Frontier Refining 
Co., Denver, Colo. He was formerly with 
Shell Oil Co. Frontier also announces 
R'chard L. O’Barr, formerly with Sin- 
clair Refining Co., is now their jobber 
representative in western Kansas and 
southern Wyoming. 


® 

F. J. Schiefebein, president and di- 
rector of the Midwest Oil Co., of Min- 
ne:polis, Minn., and the Midwest Oil 
Co. of North Dakota at Fargo, takes 
on another Midwest Oil Co. He was 
named vice president and director in 
charge of supply and distribution at the 
Sioux Falls, S. D., company. 


e 
William H. Mahler has been named 
supervisor, transportation market, New 
York sales division, Gulf Oil Corp. His 
duties include supervision of all division 
marine, railroad and airline sales. 


. 

The API gold medal for distinguished 
achievement went to W. S. S. Rodgers 
this year. An honorary director since 
1953, he was Cited for his work with 
government committees in peace and 
war, for service to the National Safety 
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Council, and for bringing yreat music 
to millions. President of The Texas 
Co. from 1933 to 1944 and chairman of 
the board until he retired in 1953, 
Rodgers continues as a director and 
member of the executive committee. 
e 

G. L. McCumber succeeds Jack 
Hodges as Southwest Grease & Oil Co. 
Midwestern sales representative. Hodges 
is now coordinator of sales and service 
at the home office in Wichita, Kan. Be- 
fore joining Southwest's training program 
last September, McCumber was with 
Gulf Oil Corp. 

© 

Charles C. Owen, Jr., formerly ac- 
count supervisor of the Service Parts 
division of Electric Auto Lite Co., 
Toledo, Ohio, has joined Ohio Oil Co. 
and will be responsible for sales pro- 
motion activities. Robert K. Swanson 
joins Ohio Oil from General Mills, Inc., 
Minneapolis, Minn., and will be respon- 
sible for. advertising activities. 


MEN IN THE NEWS 


Robert B. Phillips was named 
manager, cost control and budgets, 
in Gulf Oil Corp.'s New York sales 
division. Phillips was: an independent 
marketer in New Jersey before joining 
Gulf in 1949. Since then he has been 
supervisor and marketer, home heating 
market, and district manager of two 
sales districts. 

6 

Archie Huggins, Scotland Oil Co., 
Laurel Hill, N. C., formerly an un- 
branded marketer, has become a branded 
Texaco jobber. 

s 

Chester Bieschke of Petroleum Heat 
& Power heads the Burning Oil Distrib- 
utors Assn. of Chicago for the coming 
year. Bieschke succeeds Julius Loeffler, 
who was elected to the board. 

Other officers include Harry Baldwin 
of Arrow Petroleum Co., vice president; 
Henry Curran of Suburban Oil Co., 
secretary, and Harold Flanzer of Na- 
tional Fuel Co., treasurer. 





Guzzo: 44 years to draw on 


NEW VICE PRESIDENT of Ameri- 
can Petroleum Institute’s marketing 
division, Gulf Oil’s Charles J. Guzzo 
is amply equipped with experience. 
He’s been in oil marketing 44 years, 
all of them continuously with Gulf. 

During that time, Guzzo has man- 
aged to play most of the positions 
on the team. He started with a “tem- 
porary” clerical job in 1914, helping 
an Alexandria, La., agent who was 
out sick. Guzzo didn’t plan to stay 
with Gulf, but he did—first as agent 
(in Lockport, La., Camden, Ark., 
Greenville, Miss., and Knoxville, 
Tenn., successively); then as district 
supervisor and state manager for 
Tennessee; then as assistant division 
manager and division manager in 
New Orleans; finally as vice presi- 
dent and general manager of domestic 
marketing, a post he’s held since Jan. 
1, "PSS. 

Good Field, 
now 61, is a 


Good Hit—Guzzo, 
native Louisianian 


whose compact stature and generally 
soft-spoken manner belie his ability 
to hit hard and field sharply when 
the occasion requires. His perform- 
ance at last November’s API jobber 
advisory committee meeting (NPN— 
Dec. °58, p78) was a good example 
of both skills. Two typical Guzzo- 
isms from the session: 

e “If you [jobbers] think there 
is a rosy road ahead of you in the 
next three to five years, you better 
change your mind or retire.” 

e “If you think you’ve got prob- 
lems, you ought to be a marketing 
vice president. I never took sleeping 
pills until | became a marketing vice 
president.” 

Guzzo’s head-on approach to the 
issues has won him strong loyalty 
among Gulf people and wide respect 
in the jobber segment. Even when 
jobbers were roundly damning Gulf 
for its station building program last 
year, they usually found a kind word 
for Guzzo. 

Guzzo protests the legend of his 
popularity. “If a vote were taken 
among commission agents, I’d_ be 
elected to the scrap heap,” he says 
in reference to Gulf’s current bulk 
plant bypass program. But ex-agent 
Guzzo plays to win, and runs his de- 
partment that way. Most marketers 
like him for it, even when they don’t 
like what he does. 

Guzzo sees a gruelling future ahead 
and his watchword—for all marketers 
—is economy. “Recently no less than 
25 jobbers and 50-75 distributors 
called on me,” he says. “In each in- 
stance, I urged them to cut down 
on expenses.” 
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Stanley C. Hope, president of Esso 
Standard Oil Co. from 1949 until his 
retirement last Aug. 1, was recently 
elected president of SoundScriber Corp., 
a company that makes recording devices. 
The next day he accepted another big 
job—chairmanship of the board of trus- 
tees of the Automotive Safety Founda- 
tion. The foundation, a non-profit or- 
ganization supported by over 600 
companies and associations, provides 
grants of funds and technical staff serv- 
ices in behalf of safe and efficient high- 
way transportation. Alexander Fraser, 
former president of Shell Oil Co., was 
named an honorary trustee. 

a 

L. B. Morgan, regional credit man- 
ager in Sun Oil Co.’s central sales region 
at Pittsburgh, Pa., has retired. He is a 
past president of the Eastern Petroleum 
Credit Managers Assn. and a past di- 
rector of the Western Pennsylvania 
Credit Assn. Franklin C. Price, credit 
supervisor, moves up to succeed Morgan. 


Dan J. Hartnett was named assistant 
manager of gasoline and fuel oil sales 
for Lion Oil Co., division of Monsanto 
Chemical Co. He was formerly division 
sales manager at East Alton, Ill, for 
Ashland Oil & Refining Co. 

William Gregg is the new president 
of the Arkansas Independent Oil Mar- 
keters Assn. A vice president last year, 
Gregg distributes both Skelly and Phillips 
products in Harrison. W. I. Swink of 
Imboden was named first vice president. 

2 

W. H. Loop, northern division office 
manager at Seattle for the Richfield Oil 
Corp., was promoted to manager of the 
division’s real estate department, replac- 
ing D. K. MacDougall, recently trans- 
ferred to Los Angeles. Robert F. Mc- 
Leod goes from sales supervisor in 
Eugene, Ore., to northern division train- 
ing supervisor in Seattle. He succeeds 
H. D. Smith, promoted to office man- 
ager. Gordon C. Bennett moves from 


Tacoma, Wash., 10 Eugene as retail sales 
supervising representative in western 
Oregon. 

* 

F. C. Bowman is now manager of 
wholesale marketing for Atlantic Refin- 
ing Co.’s eastern Pennsylvania region at 
Read'ng. A. R. Sanborn, manager of 
the Philadelphia district succeeds Bow- 
man as commercial accounts manager, 
home office. J. J. Conway, district mana- 
ger at Reading, becomes sales group 
manager of the eastern Pennsylvania 
region replacing R. W. Engle transferred 
to Pittsburgh several months ago as sales 
manager of the western Pennsylvania 
marketing region. 

Other personnel changes are: J. L. 
McAndrews, wholesale marketing mana- 
ger, eastern Pennsylvania, to district 
manager, Reading, succeeding Conway; 
R. B. Hamilton, district marketing mana- 
ger, eastern Pennsylvania, to district 
manager, Williamsport, and C. B. Mil- 
ler, district manager, Williamsport, to dis- 





Munro: The future should be big 


AT THE AGE OF 27, Tommy Munro 
bids fair to be the youngest association 
president in oil marketing history. 
Munro, who won’t be 28 until April 
19, takes over this month as president 
of the also-young (founded in 1952) 
Mississippi Oil Jobbers Assn. 

Beefy and good-humored, the six- 
foot-two, 225-pound Munro looks as 
if he might spend his Sunday after- 
noons playing tackle for a pro foot- 
ball eleven. Actually, when he isn’t 
running the family Shell jobbership, 
he’s either drilling his National Guard 
company, doing civic work, manning 
the vestry of the Biloxi Episcopal 
church, or fishing from the 22-ft. 
Chris-Craft runabout he shares with 
his two brothers. 

Family Matter—Unmarried, Tom- 
my puts a lot of time into Munro Oil 
& Paint Co. The company was a direct 
operation from 1917 to 1941, when 
it was taken over by Tommy’s father 
—a Canadian who opened up the 
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South for Shell as division manager 
in the late ’20s and °30s. 
When the elder Munro died in 


1953, his sons took over. Tommy, 
fresh out of Mississippi Southern with 
a B. S. (major in marketing, minor 
in geology), took on the over-all man- 
agership. Don, then 26, took on TBA; 


Owen, then 32, left the FBI to become 
the company’s outside man working 
with dealers. The brothers own equal 
shares of the company and are vice 
presidents; their mother is president 
of the company. 

Today the company sells 2.5-3-mil- 
lion gal. gasoline a year, through 16 
“A units” (two-bay stations) and 10 
others spread over 16 miles of coast- 
al Mississippi. The company lost all 
its commercial business—about half 
a million gal.—two years ago. 

The Munros bypass their 85,000- 
gal. bulk plant on about 40% of deli- 
veries, and are currently building a 
new office-warehouse, a_ self-service 
TBA store, and a new service station. 
They own a transport, two tank trucks, 
a stake and a pickup. 

Big Future—Although almost all 
association members do less than 
100,000 gal. monthly, Munro believes 
MOJA has more membership in pro- 
portion to potential than any other 
state group—130. Current projects in- 
clude an insurance program and a 
public relations program. 

Munro is as excited about his 
association as he is about his area 
(“J. Walter Thompson’s interurbia 
survey spots it as having one of the 
rapidest growth potentials in the 
U.S.A.”). He looks for an exciting 
future for both. 


NEWS 


Morgan: An important job to do 


NEW PRESIDENT of the Alabama 
Petroleum Jobbers Assn., Henry Mor- 
gan is a man with a mission. As head 
of the 100-plus-member association, 
the 39-year-old Morgan is spearhead- 
ing a drive to get a collection allow- 
ance for Alabama gasoline jobbers. 
Additionally, he’ll work to broaden 
membership by adding more non- 
branded jobbers to the APJA lists, 
and possibly consignees. 

A native of Escambia County, Ala., 
and a graduate of Sidney Lanier High 
School, Montgomery, Morgan was 
Eastern Airlines agent in Montgomery 
before getting into the oil business— 
“accidentally”—in 1947, as a Pan Am 
distributor. Today, flying the Amoco 
flag, his Morgan Distributing Co. does 
a million gal. of gasoline annually out 
of Opp, Ala. There are also two Mor- 
gan-owned tire companies. 

A cigar smoker and “once-a-year” 
fisherman, Morgan’s been married 12 
years and has two boys, 9 and 6. 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


Industry Moves Ahead 
with Plan ’59... 


To modernize now for growth and profits 


The most expensive task to be per- 
formed in America, in this new year of 
1959, is the modernization of our indus- 
trial plant and equipment. This is true de- 
spite the huge expenditures on new facilities 
made in the past decade. 

Contrary to popular opinion, and even to much 
learned opinion, our industrial facilities are not 
up to date. In a special survey conducted in 
August 1958, and supplemented by further in- 
terviews since that time, the McGraw-Hill De- 
partment of Economics found that it would take 
$95 billion to bring all our plant and equip- 
ment up to the best modern standards. This is 
over $15 billion more than the record budget 
of the U.S. government for the coming year. 

How did we get so far behind? It is true 
that business has made record capital expendi- 
tures in recent years, but must of this investment 
has been to expand capacity. And in concen- 
trating on new capacity, industry has fallen 
behind on the modernization of older facilities. 
Meanwhile, the $8 billion a year surge of re- 
search and development has brought forth new 
machines and new processes, at, 2 rate that 
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makes prewar and even early postwar equip- 
ment badly obsolete. 

The lag between what research has promised 
—especially in more efficient tools of production 
—and what has actually been accomplished up 
tonowshowsclearly inthe AMERICAN MACHINIST 
inventory of metalworking equipment for 1958. 
This new study, covering 167 types of equipment 
in 5,800 metalworking plants, shows that three 
out of five metalworking machines are over ten 
years old. This is a startling indication of how 
obsolete many plants have become. A 1958 ma- 
chine tool is 54% more productive than one 
purchased in 1948. Many of the tools industry 
now uses are actually of 1939, or earlier, design. 


Investment Starts Up 


Now industry’s plans for 1959 show a 
new awareness of the need to modernize. 
In its surveys, conducted during the last part of 
1958, the McGraw-Hill Department of Eco- 
nomics discovered these facts: 

(1) Companies generally believe that a 
larger investment in modernization will 
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mean more profits—soon. Most of the manu- 
facturing companies-in the surveys expect their 
current modernization expenditures to pay off 
in less than five years. With labor costs rising 
steadily, it is only with better, more modern 
equipment that most companies can hope to 
make these profit gains. 


(2) Industry’s plans for modernization 
have been revised upward. Total plans for 
1959 investment, in new plant and equipment, 
now come to $33 billion—compared with $31 
billion reported earlier. And most of these new 
plans are directed toward modernization—in- 
stalling new processes or making ready for new 
products, developed out of the most recent scien- 
tific advances. 

It therefore seems clear that modernization 
expenditures in 1959 will rise enough to make 
an impressive start on the job of updating our 
plant and equipment. But it will be no more than 
a start. Research also is moving ahead with 
giant strides. Plant expenditures must increase 
rapidly, from 1958's low level, to win the battle 
against obsolescence. 


How Can We Modernize Faster? 


What can we do to accelerate industry’s new 
drive for more modern plant and equipment? 
One aid will be an improved flow of technical 
information on how, and where, to modernize. 
With this purpose, the McGraw-Hill Publishing 
Company several monthsago inaugurated PLAN 


*59, a joint effort by all its magazines to spotlight 


the best opportunities for modernization. During 
1959, McGraw-Hill publications will continue 
this effort by putting special emphasis on new 
developments in plant and equipment. 


On the key problem of financing moderniza- 
tion—the question “Where’s the money coming 
from?”—the McGraw-Hill Department of Eco- 
nomics plans several new studies in the months 
ahead. The first of these will deal with the num- 
ber one problem in financing: the need for 


adequate depreciation allowances. Such studies 
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are a small, but we hope a helpful, part of the 
total effort that is needed to modernize American 
industry. 


An Individual Effort 


The really vital steps in modernizing 
must be taken by individual companies. 
The backlog of obsolete plant and equipment is 
widely dispersed, among firms of all sizes and 
in all areas. It cannot be wiped out by dynamic 
equipment policies on the part of a few leading 
firms. Not just a few, but thousands of industrial 
companies must take inventory of their respec- 
tive equipment and compare it, case by case, 
with the best new machines available. 

Finally, there is need for increased public 
recognition of the modernization problem, and 
for federal tax policies appropriate to a period 
of rapid technical change in business. 


The most important point is that the 
modernization drive has begun. This start 
can accelerate, with intelligent business 
and public policies, to give us truly modern 
industrial facilities. Plant and equipment 
expenditures are finally beginning to re 
flect the stepped-up pace of research and 
development. This can be a major factor 
in renewed economic growth and prosper- 
ity as we move into 1959. 





This message was prepared by the McGraw- 
Hill Department of Economics as part of our 
company-wide effort to report on opportunities 
for modernization in industry. Permission is 
freely extended to newspapers, groups or in- 
dividuals to quote or reprint all or part of 
the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 














MAKE MORE 
PROFIT ON 
EVERY GALLON 


SPEED-KLEEN 


Nozzle tube and 
fill pipe fittings. 


Stop nursing problem fills! Speed- 
Kleen fittings make all fills easy 
fills—you deliver oil to whistle 
vented tanks at any speed you 
want—up to 100 g.p.m., or more 
—safely, cleanly, with less effort. 
Let us prove it and show how 
easily you may install this work 
saving, money making equip- 
ment without loss of time— 
simply put it on in place of the 
present fill cap. 


Don’t continue losing profits. 
Write or phone C. G. Eyster at 


LIME SAVING FILES. INC. 
Phone York 6119 
140 W. Market St., York, Pa. 








trict manager, Philadelphia and suburban 
district. 


Thomas L, 
Wark, vice presi- 
dent and_ special 
assistant to the 
president of Tide- 
water Oil Co., re- 
tired after 38 
years of service. 
Wark has _ been 
with Tidewater 
and its predeces- 
OF; Associated 
Oil Co., since he 
was graduated 
from Stanford. From 1954 until early 
this year he was general manager of the 
western division, Subsequently he was 
named special assistant to the president. 
€ 
L. R. Woolsey 
is the new general 
manager of mar- 
keting at British 
American Oil Co. 
Director of direct 
sales since 1956 
he also had prior 
sales experience as 
salesman, area 
manager and divi- 
sional manager of 
operations. Wool- 
sey succeeds A. E. 
Osborough who requested an early re- 
tirement because of his health. Os- 
borough, with the company 33 years, 
became general manager of marketing in 
the spring of 1956. 


Woolsey 


« 
Henry H. P. Hopkins, 70, president of 
the Wenatchee Petroleum Co. of Wen- 


atchee, Wash., died Nov. 8 in a Seattle 
rest home. He had lived in Wenatchee 
45 years before moving to Seattle !4 
months ago. 

* 

C. Gilbert Collingwood, Gulf Oil 
Corp. New Orleans manager of retai! 
and jobber sales, died Nov. 8 after a 
fall. He was 60. 

He joined Gulf in 1934 as a motor 
oil supervisor in the New York division. 
became head of sales promotion anil 
advertising, district sales manager in 
Westchester and Connecticut, and mar- 
keter, resale outlets. In 1954 he became 
manager of retail and jobber sales in 
New York and three years later trans- 
ferred to New Orleans. 

* 

George Courts Cummins, director of 
the Fenner-Spelman Co. and the Cum- 
berland Oil Co. in Nashville, Tenn., 
died Nov. 12. He was 84. Cummins had 
served in an advisory capacity to his 
son, John Fenner Cummins, in the op- 
eration of the two companies since 1948. 

6 


Bernard F. Shea, assistant market- 
ing development manager of the Stand- 
ard Oil Co. (New Jersey) marketing 
coordination department, died suddenly 
on Nov. 11. 

Shea started with Esso Standard 
Oil Co. in 1926 as a service. station 
attendant. He held various sales posts 
at Esso, including salesman in_ the 
Worcester area and district manager 
of Rhode Island. He became division 
operations manager in 1945 and New 
Engiand division manager in 1950. 

Shea, who lived in Bass River, Mass., 
is survived by his wife Madelyn and 
two sons, Richard W. and Robert E. 


Alma Mater vs. Pater 


PLEASURE shows on the face of 
Bill Arnold (left), but Chuck, senior 
member of the father-son jobber team 
of Fargo, N. D., has no reason to 
smile. Northwestern University’s “Cin- 
derella” eleven had just hit its high 
point by swamping Ohio State 21-0. 
And you guessed it, Chuck went to 
Ohio State while Bill attended North- 
western. 

But Chuck had the last laugh. Fol- 
lowing that victory Northwestern lost 
its next three games, leaving Bill 
muttering, “They were mostly sopho- 
mores. Wait till next year.” 

The Arnolds recently sold Arnold 
Service Co., the heating oil distribu- 
torship they founded in the fall of 
1953, to Socony Mobil Oil Co. They 
sold the business—good will, custo- 
mers and trucks—but retained the 
property. 

Chuck has no fixed plans for the 
future. He’s cleaning up the details 
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left over from the sale, then plans to 
spend the next year or so developing 
real estate holdings in Fargo. 

Young Bill stayed on at Arnold 
Service for 30 days after the sale, 
then took the job of manager of So- 
cony’s Fargo terminal. 


PETROLEUM NEWS * January, 1959 





Coming Meetings 


JANUARY 


South Carolina Oil Jobbers Assn., annual 
meeting, Hotel Columbia, Columbia, Jan. 8. 


Arkansas LP Gas Assn., semi-annual meet- 
ing, Hotel LaFayette, Little Rock, Jan. 11-12. 


Kansas Oil Men’s Assn., 44th annual con- 
vention and exhibit, Hotel Lassen, Wichita, 
Jan. 11-13. 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hotels, Detroit, Jan. 
12-16. 


Kentucky Petroleum Marketers Assn., 33rd 
annual meeting, Brown Hotel, Louisville, 
Jan. 13-15. 


Nebraska Petroleum Marketers Assn., annual 
management institute, University of Ne- 
braska, Lincoln, Jan. 13-15. 


Independent Oil Men’s Assn., annual meet- 
ing and management forums, Hotel Statler, 
Boston, Jan. 14. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Hotel Nicollet, Minne- 
apolis, Jan. 21-22. 


Western Petroleum Refiners Assn., Gulf 
Coast regional-technical-industrial relations 
meeting, Ben Milan Hotel, Houston, Jan. 
21-22. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 22. 


Michigan Petroleum Assn., management 
institute, Michigan State University, Lan- 
sing, Jan. 26-28. 


FEBRUARY 


National Assn. of Oil Equipment Jobbers, 
management institute, University of Okla- 
homa, Norman, Feb. 4-6. 


Missouri Petroleum Assn., annual conven- 
tion and exhibit, Muehlebach Hotel, Kansas 
City, Feb. 9-11. 


Intermountain Oil Jobbers Assn., Hotel 
Tropicana, Las Vegas, Feb. 12-13. 


Packaging Institute, Petroleum Packaging 
Committee, Goodhue Hotel, Port Arthur, 
Texas, Feb. 16-17. 


lowa Independent Oil Jobbers Assn., annual 
meeting and trade show, Ft. Des Moines 
Hotel, Des Moines, Feb. 17-18. 


Oklahoma Oil Jobbers Assn., management 
institute, Thru-University of Oklahoma, 
Hotel Lockett, Norman, Feb. 24-26. 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Feb. 25-26. 


API, Lubrication Committee, Sheraton- 
Cadillac Hotel, Detroit, Feb. 26-27. 


MARCH 


®lowa Independent Oil Jobbers Assn., 
management institute, Continuation Center, 
State University of Iowa, Iowa City, Mar. 
9-11. 


{llinois Petroleum Marketers Assn., 37th an- 
nual meeting and trade show, Hotel Morri- 
son, Chicago, Mar. 10-11. 


Missouri Petroleum Assn., management 
institute, University of Missouri, Columbia, 
Mar. 10-11. 


Northwest Petroleum Assn., management 
institute, Oil Men’s Club, Nicollet Hotel, 
Minneapolis, Mar. 15. 


Society of Automotive Engineers, national 
passenger car, body and materials meeting, 
Sheraton-Cadillac Hotel, Detroit, Mar. 
16-18. 


Western Petroleum Refiners Assn., 47th 
annual meeting, Hilton Hotel, San Antonio, 
Mar. 16-18. 


Kentucky Petroleum Marketers Assn., 4th 
management institute, Brown Hotel, with 
University College, University of Louisville, 
Louisville, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
meeting and trade show. Deshler-Hilton 
Hotel, Columbus, Mar. 18-19. 


Oklahoma Oil Jobbers Assn., annual spring 
convention, Oklahoma City, (hotel not avail- 
able at publication), Mar. 18-19. 


Texas Oil Jobbers Assn., annual conven- 
tion, Hilton Hotel, San Antonio, Mar. 19-21. 


Florida Petroleum Marketers Assn., annual 
spring meeting. Robert Meyer Hotel, Jack- 
sonville, Mar. 20-21. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Mar. 25. 


APRIL 


Michigan Petroleum Assn., semi-annual 
meeting and trade show, Hotel Pantlind, 
Grand Rapids, Apr. 2-3 


Empire State Petroleum Assn., annual meet- 
ing, Hotel Astor, New York City, Apr. 5-7. 


> Oil Industry TBA Group, western division, 
8th annual meeting, Biltmore Hotel, Santa 
Barbara, Apr. 6-7. 


North Carolina Oil Jobbers Assn., manage- 
ment institute, University of North Carolina, 
Chapel Hill, Apr. 12-17. 

Independent Oil Men’s Assn. of New 


England, annual meeting, Statler Hotel, 
Boston, Apr. 14. 


National Petroleum Assn., semi-annual meet- 
ing, Hotel Cleveland, Cleveland, Apr. 15-17. 


American Society of Lubrication Engineers, 
annual meeting and lubrication exhibit, 
Hotel Statler, Buffalo, Apr. 21-23. 


Assn. of American Battery Manufacturers, 
semi-annual meeting, Hotel Americana, Bal 
Harbour, Miami Beach, Fla., Apr. 23-25. 
Assn. of Eastern Petroleum Credit Mana- 
gers, annual meeting, Statler Hilton Hotel, 
Buffalo, Apr. 27-29. 

> Western Petroleum Refiners Assn., south- 
west regional-technical-industrial relations 
meeting, Hotel Paso DelNorte, El Paso, 
Apr. 29-30. 

Oil-Heat Institute of America, 37th annual 
convention and management conferences, 
Olympic Hotel, Seattle, Apr. 28-May 2. 


MAY 


Tennessee Oil Men’s Assn., spring meeting, 
Andrew Johnson Hotel, Knoxville, May 3-5. 
Independent Petroleum Assn. of America, 
semi-annual meeting, Westward Ho Hotel, 
Phoenix, May 3-5. 

National Tank Truck Carriers, annual meet- 


ing, Shoreham Hotel, Washington, D. C., 
May 3-6. 
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Liquefied Petroleum Gas Assn., annua! meet- 
ing and trade show, Conrad Hilton Hotel, 
Chicago, May 3-6. 


API, Lubrication Committee, San Marcos 
Hotel, Chandler, Ariz., May 4-6. 


Independent Oil Men’s Assn., annual con- 
vention, Hotel Statler, Boston, May S. 


Indiana Independent Petroleum Assn., 
spring convention, Country Club, South 
Bend, May 5-6. 


North Carolina Oil Jobbers Assn., an- 
nual spring convention, The Carolina Hotel, 
Pinehurst, May 10-13. 


Pennsylvania Petroleum Assn., annual spring 
meeting, Hotel Bedford Springs, Bedford, 
May 10-12. 

Gasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 11-13. 
Louisiana Oil Marketers Assn., annual meet- 


ing, Hotel Roosevelt, New Orleans, May 
15-17. 


Virginia Petroleum Jobbers Assn., an- 
nual meeting, John Marshall Hotel, Rich- 
mond, May 18-19. 


National Oil Jobbers Council, mid-year 
meeting, Ft. Des Moines Hotel, Des 
Moines, May 24-27. 


API, Marketing Division, mid-year meeting, 
Savery Hotel, Des Moines, May 27-29. 


Fifth World Petroleum Congress and ex- 
position, the Coliseum, New York City, 
May 31-June 6. 


JUNE 


Oil Trades Assn. of New York, Siwanoy 
Country Club, Bronxville, June 9. 


Interstate Oil Compact Commission, Hotel 
Roosevelt, New Orleans, June 15-17. 


Wisconsin Petroleum Assn., summer golf 
tournament, Dell View Hotel, Lake Delton, 
June 16. 


American Society for Testing Materials, an- 
nual meeting, Chalfonte-Haddon Hall, At- 
lantic City, June 21-26. 

Western Petroleum Refiners Assn., mid- 
continent regional-technical-industrial rela- 


tions meeting, Broadview Hotel, Wichita, 
June 24-25. 


SEPTEMBER 


Oil Trades Assn. of New York, West- 
chester Country Club, Rye, Sept. 10. 
»Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


Missouri Petroleum Assn., annual fall 


frolic, Columbia Country Club, Culumbia, 
Sept. 14. 


American Society of Lubrication Engi- 
neers and American Society of Mechanical 
Engineers, lubrication conference, Sheraton- 
McAlpin Hotel, New York City, Sept. 19-21. 
Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-21. 


National Assn. of Oil Equipment Jobbers, 
Hotel Leamington, Minneapolis, Sept. 27-29. 


American Petroleum Credit Assn., Hotel 
Radisson, Minneapolis, Sept. 27-30. 


First listing. ’ 
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Special articles by... 


DWIGHT T. COLLEY on the future of the dealer . 


of the jobber.. 
HARRY READ on the future of the private brand marketer 


Product forecasts by... 


L.S. MARSHMAN on distillates . . 
JOHN LEE on aviation fuels .. 
W. F. DeVOE on liquefied-petroleum gas . 


oline ... 


atomic power 


And other special features on... 


Coming in Next Month's 


Golden Anniversary Issue 


_J.H.HALL on the future 


.GEORGE SULLIVAN on the outlook for commission agents... 


. GULF OIL CO. ECONOMISTS on gas- 
. GRANT MEDIN on heavy oils ... 
.. DR. PERRY TEITELBAUM on 


Changing trends in transportation, by top men in each transport field . . . 
Designing—and selling through—the service station of tomorrow, by a 


panel of guest experts. 


TBA . 


appraisal of oil mune send 





. Symposiums on future trends in equipment and 
. A quick history of the first 50 years of modern marketing . . 
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Switch to new B.F.Goodrich hose 
jumps fuel flow 20% 


B. F. Goodrich hose can give you more deliveries per day 


NEW 1%” B.F.Goodrich fuel oil 

hose replaced a 14” hose on that 
truck and increased fuel delivery 20%. 
Fuel flows faster because the new hose 
is bigger on the inside, but no bigger 
on the outside than a standard 114” 
hose rated at 150 pounds. And it weighs 
no more, takes no more room on the 
reel. 

Deliveries speeded up, more were 
made per day with the new B.F.Good- 
rich hose. The customer was so pleased 
that a second 1%” hose was purchased 


to replace the hose on another truck. 

To get a larger tube diameter with- 
out increasing the outside diameter of 
the hose, B. F.Goodrich engineers came 
up with an extra strong rayon cord for 
the braided reinforcement. This re- 
inforcement provides strength without 
added bulk or weight. It prevents the 
hose from collapsing on the reel to 
stop or slow down flow, and there’s no 
reinforcing wire to take a permanent 
kink. 

The tube of this new B.F.Goodrich 


hose is completely oilproof, won't 
swell or flake off. Its tough cover can 
be dragged over curbs, rough sidewalks 
and driveways without damage. The 
cover also resists gasoline, oil or grease 
and there’s no danger of cracking or 
checking from the hot sun. 

The improvements in this new 
B.F.Goodrich hose, known as Type 
83, can help you get faster deliveries, 
reduce operating costs for your fuel 
oil trucks. Ask your B.F.Goodrich 
distributor to show you a sample. 
B.F.Goodrich Industrial Products Company, 
Dept. M-500, Akron 18, Ohio. 


B.EGoodrich tuei 011 nose 
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There is no substitute 
for TOKHEIM QUALITY! 


INTRODUCING 


DAR KWAY Interceptor 


<a) 


a single product 
dual dispenser 








PARKWAY Interceptor is a distinguished new 
member of the famous Tokheim family of Inter- 
ceptor dispensers. It provides the economy of a 
single product pump with double outlet speed and 
versatility. Size and styling are the same as other 
Interceptor models. PARKWAY is available as a 
suction pump (Model 452 Dual) or as a pedestal 
dispenser for remote control pumping (Model 


Model 452—452-RC with fluorescent lighting 


452-RC Dual) both with brilliant fluorescent dial 
lighting. It is also available without dial lighting 
(Models 448 and 448-RC Duals). Parkway has 
the same high — low upkeep features as 
other Tokheim dispensers. It is an ideal pum 
for high-volume stations where space is limited. 
Call your Tokheim representative for a demon- 
stration. Write for new bulletin today! 


TOKHEIM CORPORATION 





DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA OKHEIM 
Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; GASOLINE PUMPS 


GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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soms A.O.Smith 


to better serve all their customers 


ERIE — makers of the first filling station pump with meter, introduced the “Sales- 
man 48"... modern, streamlined, just 48” in height, a giant in salesmanship. 


A. O. SMITH — the pioneers of design change in the pump industry, developed 


the L-3 dispensers... today’s acknowledged 
standard of modern styling. 


TOGETHER, Erie Meter Systems, Inc., and A. O. 
Smith offer a broad and completely integrated 
product line — gasoline pumps, petroleum meters 
in a complete range of sizes and pressures, airport 
and marine dispensers, hand pumps... plus a wide 
range of accessories. Delivery and service from 
plants on both the East and West Coasts. Write 
direct for further facts. 


Through research gS ..@ better way 


METER, SERVICE STATION PUMP, DIVISIONS 
Factories: 5715 Smithway St., Los An eles 22, Calif.; 
a 0. Box 500, Succasunna, N. J. Offices: Atlanta 5, 
; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 
2. "Calif.; eNew York 17, N. Y. Canada: Toronto 12, 
Vancouver’ 1. 
A. 0. Smith INTERNATIONAL S. A. Milwaukee 1, 
Wisconsin, U. S. A 








